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THE 80-20 
FORMULA IN THE ST. LOUIS 


SHOE BUSINESS SHOE MARKET 


® Fall Footwear Fashions 
® Animation: Should You Use It in Shoe Displays? 
® How to Stage a Shoe Store Contest 


@ Synthetic Shoe Upper Materials 








YEARS OF 
PROGRESS 





...and still 
setting the pace 


in new ideas 


INTERNATIONAL SHOE COMPANY 

















New Wang leather waterproof tannag 
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ABC-TV Network—Dick Clark sells women's brands. 
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Hy-Test—new high styling comes to safety shoes. 


INTERNATIONA 


1911 
od Fears of # 


Come See Us! St. Louis 
Regional Shoe Show 
Begins Sunday, April 9 


New ideas zooming out from all direc- 
tions ... that’s our show plan for you. 
Fashion lines will orbit to new heights 
... for instance, there’s big news in our 
new Panorama creations. And ask to see 
the injection-molded Unimold shoe, with 
non-marring soles and heels permanently 
bonded to leather uppers. Or the new 
type golf shoe designed by the king of 
swing, Arnold Palmer. Your golf-bug 
customers will be intrigued by its unique 
spike-placement feature. And don’t miss 
our new MGM-produced movie, ““LOOK 
Here, HArRRyY!”’ It dramatizes children’s 
shoe fitting, can be booked for your 
town—with you as commentator! Safety 
shoes are again upgraded with better 
styling and technical advances. Also, 
our test-tube brigade has brilliant new 
achievements to show .. . like ISCOAT, 
a scuff-proof coating for children’s shoes. 
Or Wang leather, a new kind of water- 
proof tannage. So...if you’ve got the 
old zest for new ideas...see us for sure! 


INTERI 
28 
names 


MEN’S 
City Club 
Florsheim 
Hanan 
Hy-Test 
Kingsway 


WOMEN’S 
Accent 
Conformalette 
Gossamere 
Grace Walker 
Panorama 


TEENS’ 
Gems 


JUVENILE 


Poll-Parrot 
Red Goose 


MOLDED SHC 
Amigos... for 
women, and ch 


IN CANADA 
Savage Shoes 
women, and c 


INTERNATIONAL SHOE COMPANY «© ST. L@ 


Panorama—daringly different high-fashion lines. 


ISCOAT—a scuff-pro 
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INTERNATIONAL’S 
28 BRANDS 
names to grow with 


MEN'S 
City Club 
Florsheim 
Hanan 
Hy-Test 
Kingsway 


WOMEN'S 
Accent 
Conformalette 
Gossamere 
Grace Walker 
Panorama 


TEENS’ 
Gems 


JUVENILE 
Poll-Parrot 
Red Goose 


MOLDED SHOES 
Amigos ... for men, 


Rand 
Randcraft 

John C. Roberts 
Wesboro 
Winthrop 


Soft Pedal 
Trim Tred 
Velvet Step 
Vitality 


Smart Set 
Trios 


Vitapoise 
Weather-Bird 


women, and children 


IN CANADA 


Savage Shoes for men, 
women, and children 


ANY + ST. LOUIS 


\AT—a scuff-proofing compound that works. 





NEW YORK 


rs of Dynamic Progress 


A Success Story That's 
Still Being Written... 
50 Years Young! 


Formation of International Shoe in 1911 
touched off a chain reaction that’s still 
picking up speed. Then, merging of 
Roberts, Johnson & Rand and the Peters 
shoe companies, created International, 
America’s largest shoemaker... and 
now the world’s. In those button-shoe 
times, resourceful International “drum- 
mers’’ chuffed across the nation in soot- 
filled day coaches, tirelessly plugged 
St. Louis-made shoes with quick wits 
and bales of imprinted fans, pencils, 
rulers, calendars. Today, highly skilled 
professionals drive forward with the 
same vigor and enterprise. Full-scale re- 
search and marketing tirelessly probe 
for new sales opportunities. Our giant 
IBM computer slashes red tape and 
costs, speeds orders. Sales gain electronic 
assists, too, with nationwide radio and 
TV promotion. And newly streamlined 
sales regions more effectively serve our 
30,000 fine retailers. Fifty years of prog- 
ress—and plenty more coming up! 


LOS ANGELES + ATLANTA 





Miracle Heel—non-breaking lifetime-wear taps. 
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Pointer casuals—slim-toe idea hits a new peak. 
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The FASHION 
Silk Label Series. 
Model 271-1. 
Pin-Tuk Moccasin 
Toe Blucher in 
Dark Olive, Black 
or Brown Calfskin. 


J 
sang 


The FASHION 


Model 3568-1. 
Grained Pin-Tuk 
Moccasin Toe 
Slip-On in 

Dark Olive, Black 


A 


The FASHION 


Silk Label Series. 
Model 273-1. 
Pin-Tuk Moccasin Toe 
Bal in Burnished 
Brown or Black 
Imported Calfskin. 


Early-season successes are being reported every- 
where, on this newest WEYENBERG/MASSAGIC 
creation. And no wonder! Gracefully shaped 
and styled, on the smart, new FASHION last, 
it’s stitched in a low sweep that only the expert 
could tell from hand-sewing. Yet it retails at far 


less than the usual hand-sewn price! 


Carefully spread, in grades, from $12.95 
Olympic retailers to $19.95 MASSAGICS, you 


WEYENBERG SHOE MFG. CO. 
April 1, 196! 


GLAMOROUS NEW 
BUSINESS BUILDER! 


> PIN-TUK 





and you'd never guess 
it’s machine- stitched ! 


available in both 


Weyenberg 
phoes for mew 
d 


MASSAGIC 
fle Chokion Koes 





see 
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can seléct the new PIN-TUK treatment in three- 














eyelet bluchers, five-eyelet bals, lined, unlined, 
and elasticized-top slip-ons, Hi-Risers, smooth 
and glove leather styles in crepe soles, and a new 


three-eyelet golf shoe. 


Share in the sweeping demand and sensational 
success of this glamorous new business-builder. 
Get PIN-TUK into your windows and onto your 


shelves, in sizes, soon! 
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Point of View: 


FREEMAN makes shoes you can sell. Without 

























your experience in shoe retailing, that statement 
would be meaningless. But you know this is no 
small accomplishment. That claim can be made 


only when design, craftsmanship, merchandising 


and service are all focused on the sale. That 





claim can be proved only by the successful 


performance record Freeman has built year after 
year, for many years. You see, your point of 
view is the same as ours. That’s why 


we can work together! 


Interested in a Freeman Franchise? Want to talk business? 
Write Freeman Shoe Corporation for full information. 





se of * We're proving our point of view D 


now with 


always wear 
an appropriate pair 


... Freeman 


FREEMAN SHOE CORP. BELOIT, WISCONSIN 
America’s Largest Exclusive Makers of Men’s Fine Shoes 





2 Boot and Shoe Recorder 














EVERIT B. TERHUNE, JR., Publisher 
JOHN J. REILLY, Editor 
WILLIAM A. ROSSI, Executive Editor 


EDITORIAL STAFF 

JAMES EDMONDS, Managing Editor 
ROLAND M. WRIGHT, News Editor 
CHARLES H. HOSSACK, 

Associate Editor 

GEORGE H. BAKER, 

Washington Editor 

JOHN H. KOFRON, Research Director 


FASHION EDITORS 

ESTELLE G. ANDERSON, 
Children's Editor * Features 
GERVASE BUTLER, Men's Editor 
GERALDINE EPP, Teenage Editor 
EVELYN SCHLESS, Women's editor 


REGIONAL EDITORS 

ROBERT H. BROWN, Atlanta 
DONALD WATSON, Boston 
EDWIN J. KNUDSEN, Chicago 
MARDO WILLIAMS, Columbus 
VIVIAN C. ANDERSON, Denver 
GRACE GORDON HAY, Detroit 
BARBARA W. LEVY, Houston 
MARTHA LUMMUS, Miami 
BENN OLLMAN, Milwaukee 
DONALD M. !YONS. Minneapolis 
CHARLES K. COATES, Nashville 
MILDRED S. SULLIVAN, Providence 
VIRGINIA MARSHALL, St. Louis 
MARTHA DAVIS HEAPS, 
Washington, Baltimore 


FOREIGN EDITORS 

ANNABEL BOSTOCK, London 
LOUIS G. FEMAN, Madrid 
LAURA C. WATERS, Milan 
LYSIA HARIVEL, Paris 


ROBERT GUNNING, 
Readability Consultant 


BUSINESS STAFF 

JOHN B. PRADER, Business Manager 
FRANK BIGLIN, Circulation Manager 
MARY L. O'LEARY, Production Manager 


ADVERTISING STAFF 

Atlanta — JOHN SANGSTON, 1776 
Peachtree St., N.W. 

Boston—GORDON SCOTT, GORDON 
SCOTT, JR., 10 High St., Liberty 2-4460 
Chicago—ROBERT J. McINNIS, 360 
N. Michigan Ave. Randolph 6-2166 
Los Angeles—L. H. JACKSON, 198 S. 
Alvarado St. Dunkirk 7-4337 

New York—HARRY R. HUGHES, 100 
E. 42nd St. Oxford 7-3400 
Philadelphia—CLARENCE R. HEYDE 
Chestnut & 56th Sts. Sherwood 8-2000 
St. Louis—HUGH M. BOWEN, Room 
1403, 1221 Locust St. Central 1-9698 
San Francisco—RICHARD J. KERVICK, 
1355 Market St. Underhill 1-7107 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts., Phila. 39, Pa. 
SHerwood 8-2000 
Copyright 1961 by CHILTON COMPANY 
G. C. Buzby, President 


Vice-Presidents: P.M. Fahrendorf, 
Leonard V. Rowlands, George T. Hook, 
Robert E. McKenna; Treasurer: William 
H. Vallar; ‘Secretary, James A. Mont- 
gomery; Directors: Maurice E. Cox, 
Frank P. Tighe, Everit B. Terhune, Jr., 
Russell W. Case, Jr., Charles A. S. 
Heinle, John H. Kofren, George E. 
Cameron—Comptroller, Stanley Appleby. 


April |, 1961 


/s{el ey Mr-lelem) 510) 2 





THE MERCHANDISING GUIDE OF THE INDUSTRY 


Vol. 159, No. 9 Founded 1882 April 1, 1961 


In this issue... 


1008 OE is OF ee se eee ee: 46 
City bred: the accent in men’s fall footwear .... 50 
Sell boating shoes to an ocean-full of customers 53 
How top St. Louis shoemen see fall business ... 54 
The 80-20 formula in shoe business .......... 37 
TES, LG ST PE «gS wc wo ee es 58 
Shopping centers: now 20% of all shoe business 60 
WrOrer Crue, SUS. 8. ce oe ee 62 
How to stage a shoe store contest........... 63 
Sales training series: 

personal selling is not on the way out..... 67 
Animation: should you use it in shoe display? .. 68 
Synthetic shoe upper materials ............. 71 


Departments . . . 


Estelle Anderson ........ 39 Paris report ........... 41 
Gervase Butler ......... 37 Pattern portrait......... 45 
Dates to remember...... 15 Personnel PS SORT eee ee 116 
ET eae reth Y pear 115 SE 33 
0 OSE NES Eada aaa 23 Publisher’s column ...... 25 

: Retail markets ......... 118 
Geraldine Epp .......... 43 ees cieeen O4 
— — BSS Ne aaa: 35 Salesmen on the road.... 121 
Inside shoe business..... 27 Shoe people............ 114 
Leather-allied news ...... 111 Shoe school eae 
The last word .......... 122 Tradetrends........ - 93 
Manufacturing markets ... 120 Voices from the trade.... 31 
Manufacturing news ..... 104 Washington alert........ 5 
New pr@mects 6... 2.6... 91 Worth writing for........ 82 


Coming April 15... 


Shoe retailers’ fall buying plans 


Reports from retailers in 20 cities about what they foresee 
for fall business and what their fall buying plans are. 








CONFIDENCE 
IS CATCHING 





It’s a casual word, a steady hand, a promise kept, 

that clears a boy size path through a man size forest. 

It turns scary shadow into substance, noise into knowledge, 
and makes jumping-off-places jumpable. 

For all of us at any age, confidence is the key, 

as the growing number of Blue Star dealers proves. 

Finer fitting and better made, Blue Star can be trusted 

to provide prestige quality . . . and profit too. 


STAR 


$5-$6-$7 SHOES," in stock —same day service 


Blue Star Shoes, Inc., Manufacturers + 5 Franklin Street, Lawrence, Mass. 














Senate bill for import quotas 

One or more senators will soon 
call for quotas on imports of foot- 
wear. Senator Edmund §S. Muskie 
(Maine Democrat) says he will defi- 
nitely introduce a bill before the 
close of this year’s session of the 
Congress that will call for quotas. 
However, the bill is not likely to be 
voted upon until next year, thus de- 
laying still further the import re- 
strictions sought by U.S. shoe man- 
ufacturers. 

The bill Senator Muskie has in 
mind calls for a footwear quota that 
would consist of a base pairage fig- 
ure plus a percentage figure that 
would rise as U. S. consumption 
rises. But Mr. Muskie admits there 
are some difficulties in writing such 
a provision into law. For example, 
what happens to the quota if total 
U.S. consumption should decrease? 
Senate lawyers are not agreed among 
themselves on whether the import 
quota should drop when U.S. con- 
sumption drops. 

Senator Muskie tells the BOOT AND 
SHOE RECORDER he hopes President 
Kennedy will support his bill. He 
admits that the White House takes 
a cool view of any plan designed to 
slow down imports. But he calls at- 
tention to the severe pinch imports 
are causing in Mr. Kennedy’s home 
state of Massachusetts. For this 
reason, he believes Mr. Kennedy 
will lend a sympathetic ear to his 
plan for quotas. 


Price controls 

Don’t write off the possibility that 
the Kennedy Administration may 
bring back price controls. It’s not 
as far-fetched as it sounds. The 
White House backstage economic ex- 
perts make no secret of their de- 
sire to re-create a federal price-con- 
trol agency such as the OPA (World 
War II) and the OPS (Korean 
War). Price-control orders would be 
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held in abeyance, ready to go at 
a moment’s notice. 

OPA and OPS had absolute and 
final say on the ceiling prices for 
literally thousands of products, in- 
cluding footwear, clothing, and food, 
as well as industrial commodities 
bought only by manufacturers. The 
unrealistic low prices the govern- 
ment set on many commodities 
brought on further shortages when 
manufacturers dropped out of mar- 
kets that became unprofitable. 


Professor Kenneth Galbraith, a 
Kennedy adviser, worked for OPA 
in World War II and developed a 
liking for his job. He has often 
spoken warmly of the “need” for 
price controls. In addition, the three 
members President Kennedy picked 
to serve on his Council of Economic 
Advisers all lean toward price con- 
trols. 

Key to the problem is whether 
or not the Congress will vote Mr. 
Kennedy the price-control powers 
he’s hinting at. In the absence of 
war or all-out emergency, Mr. Ken- 
nedy is not likely to be handed this 
power this year. A majority of the 
Congress frankly doubts that the 
need for price controls exists in 
these times of unemployment, spotty 
selling, and generally slow business 
conditions. 


Kennedy against import limits 

President Kennedy once again 
makes it clear that he opposes all 
attempts to limit imports. Just in 
case there is any doubt as to where 
he stands on foreign trade, Mr. Ken- 
nedy has re-stated his dislike of 
higher tariffs, quotas, or boycotts on 
imported goods. Over the long pull, 
the United States must work toward 
fewer inhibitions on trade, not ad- 
ditional barriers, he believes. 

Mr. Kennedy recently was asked 
at a press conference how he views 
the plan of a union (Amalgamated 


WASHINGTON ALERT ., cconse saxcs 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Clothing Workers) to refuse to han- 
dle Japanese woolens. Mr. Kennedy 
said he thought it a bad plan. It 
would be too easy for foreign unions 
to retaliate against the U.S., he ob- 
served. 

Besides, he took a dim view of 
any group trying to take the law 
into its own hands, as he put it. 
He suggested that any group hurt 
by imports should avail itself of the 
relief procedures cn the _ statute 
books — the escape clause and the 
peril-point provision, for example. 
(He has no comment on the cool 
attitude of the Tariff Commission 
toward groups seeking such relief). 


FTC gets shoe trade report 

It’s now up to the five-member 
Federal Trade Commission to decide 
whether or not there is deception in 
the manufacture and sale of shoes. 
A report on the subject, prepared by 
members of the FTC staff, has been 
forwarded to the commissioners. 
The contents of the report are a 
government secret. The commission- 
ers may or may not release the 
report. 

The FTC study, begun two years 
ago, was finally narrowed down to 
the practices of only three manu- 
facturers. The commission must now 
decide whether it is to take action 
against any or all of these three 
manufacturers. 

The National Shoe Manufacturers 
Association comments that there is 
no misbranding or deception in shoes 
today. In view of the highly compet- 
itive structure of the shoe indus- 
try, the consumer is insured con- 
tinuing good value at a low price. 
The brand label—be it the manu- 
facturer’s or the retailer’s—is mean- 
ingful to the consumer. Manufac- 
turers or retailers who fail to pro- 
vide continuing quality cannot long 
survive, NSMA observes. 





1958 SALES—365,000 PAIRS MEN’S CASUAL SHOES 





1960 SALES—1,609,000 PAIRS MEN’S CASUAL SHOES 


now] WITH THE 


LEADER 
THIS FALL 


. . . And in 1961, the sky’s the limit for Hush Puppies® sales. 
America’s fastest-growing shoe manufacturer is paving the way for 
you ... with a new line of men’s leather-soled Hush Puppies. Plus 
golf shoes for women and—for the first time ever—women’s Hush 
Puppies. Plus new colors and styles of Hush Puppies for men and 
boys this fall. What’s more, three warehouse points assure you fast 
delivery. Wolverine’s new warehouse in Newark, N.J., plus expan- 
sion of both Rockford, Mich., and Sparks, Nev., warehouses give 
you the advantages of overnight truck service. No waiting, either, 
for customers to come to you because the biggest advertising (in 
dramatic 4-color in Sunday supplements) and the biggest mer- 
chandising campaigns in the trade are promoting Hush Puppies. 
No wonder Hush Puppies dealers are looking to the biggest year 
ever. Go with Hush Puppies, too. Contact your Wolverine salesman. 


WOLVERINE *S.cckroro. wichican 


HUSH PUPPIES will be shown at: Shoe Market of America —St. Louis+« P.P.S.S.A.—New 
York + Boston. Pittsburgh + Dallas + Seattie+ Los Angeles+ San Franciscoe Detroit St. Paul 
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The Nicest People Wear 





THE 


CLINIC 


Reg. U.S. Pot. Off. and Canode, 


SHOE 


j BOSTON, May 7-10 
See us at the and also in... Parker House Hotel 


STATLER-HILTON NEW YORK, April 30-May 4 LOS ANGELES, April 23-26 

Les Angeles end Weshingten Reems Sheraton Atlantic Hotel Alexandria Hotel 
DALLAS, May 6-10 SEATTLE, April 15-18 
Statler Hilton Hotel New Washington Hotel 


ROOMS 104-106 MARES “ ows Mannings | 
ST. LOUIS— APRIL 9-12 Dechiertitton Howl Henry Grady Howl 


CLINICS... PRE-SOLD IN GLAMOUR, AMERICAN JOURNAL OF NURSING AND RN 


THE CLINIC SHOEMAKERS, Division of 
THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO. 
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See the LA7“-G0NZ¢ Line 
for FALL-WINTER, 1961 


...at the times and places listed 
opposite. Place your initial orders 
. ».and prepare to cash in! 


THE LAZY-BONES SHOEMAKERS, Division of 
THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO. 
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AIRTUFF COMFORT 


Foam latex cushioning 
that breathes away 
heat... and gives firm 
but gentile support. 





AIRTUFF QUALITY 


Durable, over-all spring 
and resiliency that 
lasts for the life 
of the shoe. 


Crown Airtuff Gives Cushioning that Sells! 


CROWN AIRTUFF is the finest cushioning available. 
AIRTUFF is scientifically formulated with millions of tiny 
interconnecting cells combined to produce an innersole 
cushion that is firm and tough . . . that will stand up con- 
stantly under repeated wear . . . yet is truly lightweight, 
flexible and comfortable. AIRTUFF is porous. It ‘‘breathes”’ 
with every step carrying away moisture and perspiration. 


Test Proven in many famous brands of shoes, AIRTUFF 
combines resiliency with long life . . . a perfect combination 
that gives customer satisfaction . . . brings them back to 
buy, time and time again. 


CROWN AIRTUFF is the genuine foam latex cushion- 
ing that helps you sell shoes. Check these features. 





AIRTUFF IS POROUS 


It “breathes” with 
every step. Tiny air 
cells are inter- 
connected .. . air 
can pass through 
diminishing per- 
spiration, bacteria 
growth and 
leather rot. 


SPONGE IS NOT! 


AIRTUFF IS LIGHT 
2 to 3 times as light 
as sponge rubber 

. . . allowing higher 
cushioning comfort 
with low weight. 
SPONGE IS NOT! 
Originally ign 

as a gasket ing 
material, sponge 
contains less air. . . 
in a heavier base 
material. 


















_———_ AIRTUFF IS LONG 
LASTING, Takes the 
severest wear. . . 
and keeps working 
for the life of the 
shoe. Unaffected by 
normal heat and 
moisture. 

SPONGE IS NOT! 
Tends to pack, 
flatten out with 
wear and hardens 
with age. 











AIRTUFF IS 
RESILIENT. Inter- 
connecting latex ‘ 
air cells give shoe Pa 
comfort ... bend © 
to every need and 
“*bounce back’’ to 

their original shape. 
Lasts longer . . . 
better. ‘ 
SPONGE IS NOT! — 
Chemically blown 
bubbles puncture 

and break down 

in use. 
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LETTERS 





“Shoe School’’ a pleasure 

You certainly are to be highly 
complimented on the improved ap- 
pearance and contents of this issue. 

It was a pleasure indeed to read 
your “Shoe School’ column. Its in- 
formation has already been the sub- 
ject of a meeting with our shoe de- 
partment personnel. We plan _ to 
closely follow this feature and use 
its information as subject matter in 
our sales-training program. 

The BOOT AND SHOE RECORDER has 
always been very beneficial to me as 
a source of fashion and promotional 
data. It also affords me an opportu- 
nity to read about the experiences 
and successes of other shoe mer- 
chants around the country. 

OSCAR MONTANO, 

SHOE MERCHANDISE MGR., 

LEVY’S OF TUCSON 
TUCSON, ARIZ. 


Orders 34 subscriptions 

I want to compliment you on this 
issue and if it is any indication of 
what’s to come, I think your maga- 
zine will be of great benefit to our 
organization and to the rest of the 
shoe industry. 

I am enclosing a list of our depart- 
ments. I want subscriptions sent to 
29 departments. .. . In addition I 
want five copies of the magazine 
sent to our St. Louis office. This 
is a total of 34 subscriptions. 

As new departments are added we 
will advise you accordingly and you 
can add them to the multiple sub- 
scription. 

JAMES H. JONES, PRES. 
MIDLAND SHOE CO. 
ST. LOUIS 


A wonderful improvement 


I was fortunate enough to see a 
copy of your March 1 issue in 
Florida. I think it is a wonderful 
improvement on previous issues. 

The first thing that struck me was 
the cover page without an advertise- 
ment on it, making the name of the 
paper stand out much more than it 
formerly did. I also like the idea 
of mentioning the principal contents 
on the cover page. Your new depart- 
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ments are a valuable addition to the 
RECORDER. I found the one headed 
“Shoe School” very informative and 
I am certain that it will make a hit 
with retail sales personnel. 

J. G. SCHNITZER, DIRECTOR 

LEATHER, SHOES AND ALLIED 

PRODUCTS DIVISION 

U. S. DEPARTMENT OF COMMERCE 
WASHINGTON, D. C. 


Increased value 
In my opinion, this change in 

policy and format should vastly in- 

crease the value of your publication 

to every individual who makes his 

living via the shoe industry. 
ARTHUR H. GALE, EXEC. SECY. 
ST. LOUIS SHOE MANUFACTURERS 
ASSN. 

ST. LOUIS 


Splendid improvement 
Let me congratulate you on the 

splendid improvement in the new 

format and editorial conception. I 

believe it is a change for the better. 
ALBERT WACHENHEIM, JR., PRES. 
IMPERIAL SHOE STORE 

NEW ORLEANS 


Present and future horizons 


Congratulations for publishing the 
most outstanding and comprehen- 
sive shoe trade publication. Your 
extensive research and thoroughness 
represent a most sincere effort on 
your part to keep our industry 
alerted to present and future shoe 
horizons. Send immediately one 
dozen extra copies for our internal 
distribution. 

W. T. SCHULTE, GEN. SALES MGR. 
ARMOUR LEATHER CO. 
SHEBOYGAN, WISC. 


An exhilarating experience 


I have just finished reading the 
new BooT AND SHOE RECORDER from 
cover to cover. It was an exhilarating 
experience because of the wide pano- 
rama of shoe news and developments, 
featured articles, particularly on 
brands versus private labels, and 
the 1960 rating of the top 80 shoe 
manufacturers, and new format, 
which lead to ease of reading 100 
pages of valuable facts on SHOES. 


My congratulations to you and 
your entire organization for this 
great accomplishment — a literary 
first—in the publication field in the 
shoe industry. The results should re- 
pay all your joint efforts many times 
over in the decade ahead. 
MAXWELL FIELD, EXEC. V. P. 
NEW ENGLAND SHOE AND 
LEATHER ASSN. 

BOSTON 


Truly a merchandising guide 


Congratulations on the new and 
exciting BooT AND SHOE RECORDER! 
One can tell at a glance that here is 
truly a “merchandising guide’ — 
cone that we in the industry will find 
a ready accomplice in this challeng- 
ing competitive market. 

I like the easy readability of the 
type; the concise coverage of the 
individual markets and their fash- 
ions; the detachable “Shoe School” 
with basic information. And I am 
happy to see you have not sacrificed 
any of the tried and true informa- 
tive items. 

You, your editors and editorial 
staff—the favorites, as well as the 
new—have made a great contribu- 
tion to the industry! 

We, at Fyfe’s, shall eagerly await 
each and every issue! 

STEVEN J. JAY, PRES. 
R. H. FYFE & CO. 
DETROIT, MICH. 


Loaded with information 


I like the “new” RECORDER very 
much. It seems loaded with the in- 
formation shoemen are seeking. Con- 
gratulations! 

JOHN W. MORGAN 

JOHN MORGAN & ASSOCIATES, INC. 
PARKERSBURG, W. VA. 


A masterful job 


Your new RECORDER is really a 
masterful job. 

There are so many areas of in- 
terest that it is difficult to single out 
any one best feature. The book cer- 
tainly exemplifies leadership which 
you have so aptly expressed as the 
keyword to describe its purpose. 

My first reaction to your March 
lst edition can be summed up in one 
word, “balance’’, for here surely is 
a book that has just about every- 
thing the industry requires. 





| 
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Significant, too, is John Reilly's 
statement of policy that says, “The 
material contained will be the result 
of careful research” and that there 
will be no “shooting from the hip.” 
“Shoe School” can only be termed 
as the long-awaited answer to a very 
old industry problem. Keep it up; it 
is both wanted and needed. 
This is not just a magazine to be 
read, but a text to be studied. 
FRANK T. UNDERHILL 
EXEC. DIRECTOR 
INDEPENDENT SHOEMEN 
BOSTON 


The forward look 
Congratulations !—and welcome to 

the space-age! Mighty pleased with 
your March Ist awakening and look- 
ing forward to ensuing issues with 
the “forward look.” 

ROBERT M. MELTZER, MFRS. REP. 

GEORGIA SHOE MFG. CO., INC. 
DAYTON, 0. 


Rings the bell 


Bravo on Boot & SHOE RECORDER'S 
bright new look! 

If I may borrow from National’s 
own well-known slogan, it really 
“rings the bell” for authoritative 
reporting and editing, served up in 
easy-to-read and digest, highly at- 
tractive style. 

I never before thought Boot & 
SHOE RECORDER lacked for anything, 
in its coverage of our industry. Now 
I'm thoroughly convinced it doesn’t. 

CHARLES SACKS, DIVISIONAL 

MERCHANDISE MANAGER — 

WOMEN’S SHOES 

NATIONAL SHOES, INC. 
NEW YORK, N. Y. 


Tremendous changes 


I didn’t feel it would be fair to 
let another day go by without ex- 
pressing from a small manufactur- 
er’s standpoint the importance of 
the tremendous changes instituted 
with your March 1 publication. 

The Boot & SHOE RECORDER, 
printed as we now see it, is a trade 
magazine that can be read from cov- 
er to cover and which can be just as 
intriguing as a best selling novel 
to the extent that one has difficulty 
putting this book away before it 
has been completely read. 

I am sure all of your efforts in 
preparing this type of publication 
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have certainly not been in vain and 
I know that personally I will look 
forward with a little more enthusi- 
asm to receiving my personal copy. 
W. F. KREIDER, PRESIDENT 
W. L. KREIDER’S SONS MFG. CO., INC. 
PALMYRA, PA. 


Starts a new era 

Congratulations on the first issue 
of the “new” Boot AND SHOE RE- 
CORDER. It always was the shoe re- 
tailer’s authentic source of informa- 
tion and, with the new features, will 
be more so. 

The entire shoe industry would do 
well to take a page from BooT AND 
SHOE RECORDER and make some much 
needed changes—changes in think- 
ing particularly in regard to the 
grass-root shoe retailers (the back- 
bone of the shoe industry). More 
educational programs should be made 
available to these retailers. The 
NSMA could be of great help in this 
matter by supplying regional shoe 
shows with speakers, educational 
workshops, etc. These are the re- 
tailers who are asking for assist- 
ance, who want to learn to improve 
their operations and become better 
accounts for the shoe manufactur- 
ers. 

Boot AND SHOE RECORDER has 
started a new era in the shoe indus- 
try. Let us hope that the NSMA 
and allied industries do the same. 

EDMUND J. TRENCH, MANAGING DIR. 

NATIONAL SHOE TRAVELERS ASSN., 

INC. 

ST. PAUL, MINN. 


Liked Bill Rossi article 


I certainly want to congratulate 
you on the “new look”. 

As usual, Bill Rossi’s article was 
most interesting as was Mr. Reilly’s 
editorial. I also found the article on 
“last measurements” very instruc- 
tive. 

JAMES F. LONG, GEN. SALES MGR. 
COMPO SHOE MACHINERY CORP. 
WALTHAM, MASS. 


Well organized 

Superb! No other word can ade- 
quately describe the new Boot & 
SHOE RECORDER. 

The format is excellent, the type 
easy to read, and the material well 
organized and written for quick 





reading and immediate understand- 
ing by busy people. 

We particularly liked the direc- 
tion the RECORDER is taking, espe- 
cially because the independent shoe 
retailer will gain much needed 
knowledge in his efforts to compete 
with chains, and to keep abreast of 
developments in the manufacturing 
end of the industry. 5 

If the wealth of information con- 
tained in the first issue of the new 
RECORDER is a sample of coming 
fare, the independent shoe retailer 
will have no one to blame but him- 
self for not learning new techniques 
in creative merchandising and dy- 
namic store operation which will en- 
able him to remain a vital part of 
the American retailing scene. 

Congratulations on a job. well 
done. 

SOL KRAVITZ 
AMIS SHOES 
MERRICK, N. Y. 


Lives up to promises 

I want to let you know how im- 
pressed I am with the new RECORDER. 
It lives up to your advance promises 
—and more. 

You and your staff merit the 
thanks of all of us in the leather 
and shoe industries. 

MEL SALZMAN, DIRECTOR 
LEATHER INDUSTRIES OF AMERICA 
NEW YORK, N. Y. 


Even more valuable 

May I congratulate you on your 
March 1, 1961, issue. It is the first 
time in about 20 years of use that I 
have not been able to lay it aside un- 
til I had looked at, or read every 
page. 

Finding the RECORDER a big help 
over the years I’m sure it will be 
even more valuable to us in the chal- 
lenging years ahead. 

R. G. COBLE 
ECONOMY SHOE STORE 
ELIZABETHTOWN, PA. 


Beneficial 
The services that you are per- 
forming for the industry are most 
interesting and I am sure—if used 
properly by us—will be beneficial. 
FRANK J. EMMETT, VICE PRES. 
TYER RUBBER CO. 
ANDOVER, MASS. 
(MORE LETTERS PAGE 43) 
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Regal brings independents 
_ compact line of retail-tested styles 


f 


BROWN 


SHOE COMPANY 


St. Louis, Missouri... Makers of: Air Step « Buster Brown « Galaxies « Glamour Debs « Life Stride « Miss America « Naturalizer » Official Boy Scout Shoes 


backed by stock service 


Formerly sold only through Regal-owned outlets in major metropolitan areas, 
this famous brand is now extending its distribution to shoe retailers, 
men’s wear stores, and department stores through the Regal Wholesale Plan 
of Brown Shoe Company. Here is what this means to you: 
1. You get one of the biggest shoe names in America. 
2. You get a compact, highly styled line with big-selling patterns 
backed by stock service. 
3. You get patterns tested at retail in major big-city markets 
before they are put into the line. 
4. You get a quality line, priced to retail profitably, principally in the 
$14.99 to $17.99 range, where millions of men buy their shoes. 
5. You get a complete package and program of modern merchandising, 
styling and servicing aids to profit. 
Your Regal man will bring you the full story within the next few weeks. © 
Watch for him. For immediate details on the new Regal plan call 
or write Lee Green, General Manager, Regal Division, 
Brown Shoe Company. 










Official Girl Scout Shoes « Pedwin « Propr-Bilt « Regal « Risqué « Robin Hood + Robinette + Roblee « Smartaire 
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VNITED SHOE MACHINERY 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Siniiad, Automatic 
Leveling Machine a “natural” for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Stated. Automatic Leveling Machine — 
Model A. 


Woe, 


Automatic Leveling 
with Fingertip Control 
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DATES 


Major markets .. . 


Advance Fall Shoe Market Week, New En- 
land Shoe and Leather Assn., Hotels 
Satler Hilton and Sheraton Plaza, Boston 





Shoe Market of America, St. Louis Shoe 
Manufacturers Assn., Hotels Sheraton-Jeffer- 
son, Statler Hilton, “Lennox and Park Plaza 
and St. Louis Merchandise Mart, St. Louis 
April 9-12 
Popular Price Shoe Show of America, New 
England Shoe ond Leather Assn. and No- 
tional Assn. of Shoe Chain Stores, Shera- 
et Atlantic and New Yorker Hotels, New 
PRP A MER pe ere pe! April 30-May 4 
Allied Shoe Products Show, Spring-Summer 
1962, New York Trade Show’ Bldg., New York 
June !7-20 
Shoe Fabric Show, Spring-Summer 1962, No- 
tional Shoe Fabric Assn., Hotel New Yorker, 
| Re eee a ee eee June 18-20 
Leather Show, Spring-Summer 1962, Tanners’ 
Council of ‘America, Statler Hilton Hotel 
ORO FOIE occ cccccanenuedscssesessns .June 20-21 
National Shoe Fair, National Shoe Manufac- 
turers Assn., National Shoe Retailers Assn. 
and Miami Beach Shoe Show, Inc., Fon- 
tainebleau, Barcelona, Sorrento and Moant- 
marte Hotels, Miami Beach, Fla.....Sept. 24-27 


. .. and keep in mind 


North American Shoe Superintendents’, Fore- 
men's & Allied Trades Assn., Annual Conven- 
tion, Hotel Sterling, Wilkes- "Barre, Pa. -April 14-15 
Pacific Northwest Shoe Travelers, Inc., Seattle 
Fall Shoe Fair, Olympic, New Washington 
and Stewart Hotels, Seattle.......... April 15-18 
Indiana Shoe Travelers’ Assn., Inc., Fall Shoe 
Fair, Claypool Hotel, Indianapolis. . April 16-18 
Designers Shoe Guild, Fall Openings. mem-_ 
bers’ showrooms, New York....Week of April 17 
Factory Management Institute, ‘National Shoe 
Manufacturers Assn., Netherland Hilton 
i. en ree April 19 
North American Factory Management Con- 
ference, National Shoe Manufacturers Assn. 
and Shoe Manufacturers’ Assn. of Canada, 
Netherland Hilton Hotel, Cincinnati..Apri! 20-23 
Michigan Quality Shoe Fair, Michigan Shoe 
Assn. division, Michigan Retailers Assn., 
Sheraton Cadillac Hotel, Detroit...... April 22-25 
neues Shoe Travelers, “e Fall Shoe 
Fair, St. Paul Hotel, St. Paul, ‘Minn...April 22-25 
West Coast Shoe Travelers’ Associates, Fall 
Market Week, Alexandria, Biltmore and 
Sheraton West Hotels, Los Angeles. .April 23-26 
Ohio Shoe Travelers Club, Fal! Shoe Fair, 
Deshler Hilton Hotel, Columbus, 
April 30-May 2 


Mountain States Shoe Travelers Assn., Fal! 
Shoe Market, Albany Hote!, Denver 
April 30-May 3 
Southeastern Shoe Travelers, Inc., Fall Shoe 
how, Henry Grady, Piedmont, Peachtree- 
on-Peachtree and Dinkier Plaza Hotels, 
PIII ois os dr aie agit ane bess April 30-May 3 
New York Boot and Shoe Travelers Assn., 
Fall Morket Week, members' showrooms. 
OT ON eS oe es iad 0 4%) a April 30-May 4 
Southwestern Shoe Travelers Assn., Inc., Fall! 
Shoe Fair, Adolphus, Baker and Statler 
Al te a ae ee May 6-10 
lowa Shoe Travelers Assn., Fall Shoe Show, 
Ft. Des Moines Hotel. Des Moines, lowa May 7-8 
Kentucky-Tennessee Fall Shoe Fair, Indiana 
Shoe Travelers’ Assn., Inc., Hotel Phoenix, 


RAMONE MES, an oe.vns cbviclnanchd an cine May 7-8 
Boston Shoe Travelers ae Fall Shoe Show, 

Parker House, Boston ..... May 7-10 
Midwest Shoe enon" Assn., Fall Shoe Show, 

Palmer House. Chicago .......... May 7-10 


Mid-Continent Shoe Travelers Assn., Fall Shoe 
Show, Biltmore Hotel, Oklahoma City, 
CM, -- Gab eben ye0s ano pon Moy 14-15 

Michioan Shoe Travelers Club, Fall Shoe Fair, 
Hotels Statler Hilton and Sheraton Cadil- 

NG, I kei 5 6c ca os bean .Moy 14-16 

Accounting and Office Management Clinic, 
Eastern Session, National Shoe Manufactur- 
ers Assn., Roosevelt Hotel, New York May 18-19 

Central States Shoe Travelers. Heart of Amer- 
ica Fall Shoe Show, Hotel Muehlebach, Kan- 

OE EP Wo ens eee! okey 6s caries Mav 21-23 

Pennsylvania Shoe Travelers’ Assn., Inc., Fal! 
Shoe Show, Hotels Penn-Sheraton and rer 
ton House, Pittsburah ....... Mav 21-24 

Marketing and Distribution Manacement- 
Meeting (formerly Merchandisina Clinic) 
National Shoe Manufacturers Assn., Statler 
Hilton Hotel, New York ........... ..June 18-20 


Foreign... 
Shoe, Leather and Machinery Exhibition. Pir- 


HOSONS, GOTIMORG os cncoecccccsscccnss May 10-16 
British Upper Leather Fair, St. Ermin's Hotel, 

RIES is ca 'aiclcaue GM MINIh ¢ baka abuts «v4 oe May 16-18 
Footwear Components Exhibition, Washinston 

Hotel, London, England ............... May 16-18 
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ST. LOUIS 
APRIL 9-12 





STATLER-HILTON 
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ROOMS 104-106 
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... for the FIRST 
‘ SHOWING 
of 


LALY-BONES 


REG. U.S. PAT. OFF. AND CANADA 


For FALL and WINTER 1961 


You'll instantly see their tremendous potentials for 
promotion and profit. If you're not a Lazy-Bones 
dealer now, talk it over then and there! 


@ SEE OUR ADS in current issues of GOOD HOUSEKEEP- 
ING and PARENTS’ . . . pre-selling Lazy-Bones Shoes in 
6,500,000 homes .. . for Lazy-Bones dealers! 


THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO. 
MAKERS OF 


LALY-BONLSE 


Good Shoes fob Bayt and (ie 


ANY MONTH IS LAZY-BONES SALES Mon 
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7 OU have one 
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Johnsons shoe polish 
is the best thing that 
ever happened to the 
shoe repair business, 








says Alfredo Drago, of Drago Stores, Incorporated 


AT NEW YORK’S DRAGO STORES, JOHNSON’S NEW WAY 
TO SHINE SHOES OUTSELLS ALL OTHER POLISHES 4 to 1! 


At Drago's 21 shoe repair stores in metropolitan New York (including 
“the busiest shoe repair store in the U. S."' at Fulton. & Nassau 
Streets), Johnson's Shoe Polish outsells all other brands 4 to 1. 
‘Thanks to Johnson's, our shoe polish profits are up 25%,’ Mr. Drago 
reports. 


Johnson's Shoe Polish is now in full national distribution, with— 
Biggest advertising campaign in shoe polish history—Double profit 
story—Free display rack! Johnson's Shoe Polishes— 

14 colors including white and neutral. JOHNSON'S 7 WAX 





For the whole story, see your Johnson's Wax representative or your wholesale salesman. 
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O’SULLIVAN PVC (Polyvinyl Chloride) and these PLUS values 
offers everything for everyone in Greater lightness and flexibility allowing 
long-wearing shoe bottoms... latitude and versatility in design. 


Can be repaired on conventional shoe 
~h na > f aN ° . 
Ideal for the shoe manufacturer repair equipment. Soles and heels re- 


Perfect for nailing, stitching, placeable with PVC or conventional 
trimming and finishing on con- material. 

ventional shoe manufacturing 

machinery 


More profit for the retailer Sy od oO 7 en Oe od on oo 


PVC by O’Sullivan is the top LLIVAN PV bl 
news of the year in shoe bot- es. for children. mbes 
toms. Tremendous customer 

attraction and sales appeal. 


Greater value for the customer 


O’SULLIVAN PVC VYN- 
SOLES and VYNHEELS NOTE TO MANUFACTURERS: 


have proven that they will ‘ 
outwear anything heretofore O’SULLIVAN PVC costs no more than 


known in the shoe industry. other good quality shoe bottoms. 
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THESE SELLING FEATURES MAKE SENSE TO PARENTS + SALES TO YOU + ONLY PRO-TEK-TIV HAS THEM ALL 
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What makes a shoe show a must? 


TIMING 


For Fall-Winter decisions 
that count, there’s no better 
time than April 30th-May 
3rd, the dates of PPSSA. 
No more trials and errors. 
No more guesswork. 
PPSSA will provide the 
true perspective on what’s 
really important. Timed 
for profit decision. 


/ 
/ 


/ 


* Attendance figures from analysis of registration cards at PPSSA, Nov 


EXHIBITORS 


Branded and unbranded, 
make-up and in-stock, from 
ballet slippers to hunting 
boots. 700 companies will 
fill 1200 rooms with their 
very best ideas for Fall 
and Winter selling. These 
are the vital suppliers to 
the shoe industry’s most 
dynamic retailers. 


27th-Dee. Ist, 1960 


ATTENDANCE 


PPSSA draws 2500 inde- 
pendent retailers and de- 
partment store executives 
from every state in the 
Union, including Alaska 
and Hawaii, plus hun- 
dreds from Canada, Puerto 
Rico, and the far corners 
of the globe. Every major 
wholesaler, every shoe 
chain, and every discount 
store. For a total retail 
registration of over 5,000* 
looking for what’s new ina 
shoe or showing it, PPSSA 


‘is the place to be! 


/ 
/ 
/ 


A SHOE MAN’S NEW YORK: 

a free booklet full of fascinating tips 
on things to do in New York. 

Write to: PPSSA, 51 E. 42 St., N. ¥. 17. 


LOCATION 


Where else but New York 
City, the shoe center of the 
world! The city of ideas 
and inspiration. The lure 
for fashion editors from all 
over the country, designers 
from all over the world. 
The place to see the most 
imaginative shoe displays, 
to learn the most modern 
merchandising methods. 
The place to meet and talk 
with thousands of impor- 
tant buyers and retailers. 
In short, THE place! 





PPSSA 


Mark it on your calendar of ‘‘must’’ events! April 30th—May 3rd/Hotels New Yorker and Sheraton Atlantic 


Popular Price Shoe Show of America, jointly sponsored and operated by the New England Shoe and Leather Assoc., and National Assoc. of Shoe Chain Stores 
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Naugatuck PARACRIL OZO 


Oil- & Ozone-Resistant Nitrile Rubbers 











The new Lehigh “Footshield” Safety Shoe offers maximum safety. 


It’s protected on top by a special safety shield, protected underneath 
pe sera: Sola P LOOK FOR 


with soles and heels of PARACRIL® OZO...and with good reason THIS TAG 
...for PARACRIL OZO outwears all other sole and heel materials by baat gg 


up to 2 to 1. AND SELL 
A specially developed blend of synthetic rubber and vinyl plastic, 
PARACRIL OZO shoe soles are completely non-marking, highly a 


resistant to deterioration by abrasion (even steel chips), oils and 


chemicals. Soles and heels of PARACRIL OZO outwear all others. 


e Naugatuck Chemical US 


Division of UNITED STATES RUBBER COMPANY 
DEPT. 435P ELM STREET, NAUGATUCK, CONNECTICUT 








Rubber Chemicals - Syethetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexpert, N.Y. 


20 Boot and Shoe Recorder 
















This SELF-ACTING 


Exercizer Strengthens, 


Comforts, Rests Feet 


WHILE WEARER WALKS! 





FOOT EXERCIZER 
SANDAL 


Offers real Profit and 
PRESTIGE- BUILDING 
attractions for YOU! 


A scientifically designed orthope- 
dic appliance in the form of a smart 
sandal! It automatically exercises, 
strengthens and comforts the 
muscular structure of the foot. . . 
restores foot’s normal toe-grip- 
ping function . . . helps overcome 
foot arch weakness. All this while 
the wearer WALKS for only a short 
time each day indoors, outdoors, 
anywhere! 


NOTE: This appliance does not, 
of course, take the place of arch 
supports. Rather, it gives the 
wearer added benefits by strength- 
ening the foot’s muscles. 
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3. Made of imported 
wood, shaped to natural 
contour of foot. Special 
Metatarsal Crest pro- 
duces a natural toe-grip- 
ping action. The great toe 


and 


a depression. 


Never = | routs 

as See 
t 

Anything 

Like It! | ‘ists. 

| e a (Low heel) No. 7389. 










1. Cupped Heel Seat for sta- 
bilizing the feet and for 
greater walking pleasure. 


2. Cushioned 
leather 
straps securely 
attached by 
four screws 
and buckle 

for individually 
adjusting to foot. 


great toe joint rest in 


4. Non-slip crepe sole for noiseless walking, long wear. 





nti, Mw 


WOMEN’S 

Birchwood/ Beech. 
(French heel) No. 7387. 
White kid or Bone suede 
straps. Sizes 4-10. $13.95, Whs. $7.67 










(144" high heel) 





WOMEN’S 


Thin sole. Red or Brown suede straps. 





MEN’S 
No. 7370. 
Brown straps. 


Sizes 7-15. $9.95, Whs. $5.75 





Sizes 4-10. $11.95, Whs. $6.57 








WOMEN’S 





CHILD’S No. 7373. 
Red or Brown straps. 


Sizes 10-12. $7.95, Whs. $4.60 


MISSES’ ann YOUTH’S 
No. 7374. Red or Brown 


straps. Sizes 13-3. $7.95 Whs. $4.60 
BOY’S No. 7375. Brown straps. Sizes 4-6. $8.95 No. 7371. Red or 


Whs. $5.15 








Nationally Advertised 


Dr. Scholl's Foot Ex- 
ercizer Sandals ap- 
pear in these popu- 
lar magazines: 
Ladies Home Jour- 
nal « Vogue « Life 
New Yorker « Golf 
Digest 











(High heel) No.7372. Red or 
Natural Tan straps. Sizes 4-10. $9.95, Whs. $5.75 





WOMEN’S 
(Flat heel) 


Natural Tan straps. Sizes 4-12. $9.95, Whs. $5.75 
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ORDER BY STYLE NUMBER AND SIZE 

THE SCHOLL MFG. CO., INC. | 
Chicago 10, Ill.» New York 11, N.Y. >Los Angeles 58, Calif. | 
Oh, SEE OE epee MSs ats ewe ondiu cleus i 
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THE QUALITY LEATHER 


#533 


phaceo fet 


warm, golden brown 





UR CAO ANRC ct 


... perfect for town and suburb 





THE LEATHER CoO. GIRARD, OHIO 
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EDITORIAL 


by JOHN REILLY 





The facts about unemployment 


Retailing has had a rugged time of it for the first 
quarter. After undergoing two months of the roughest 
weather in years, it was hit with the worst barrage of 
recession talk since the most heated days of the Presi- 
dential campaign. 

Early in March, just as retailers were striving hard- 
est to make Easter figures, Secretary of Labor Arthur 
J. Goldberg fired his first unemployment salvo. He 
announced that in February the number of jobless had 
risen to 5,705,000, the highest figure since 1941. This 
total represented 6.8 per cent of the civilian labor force 
on a seasonally adjusted basis. It was still below the 
7.5 per cent of April, 1958, and the same percentage 
figure as December, 1960. 

But the 5,705,000 figure was still billed as a 20 year 
high in newspaper headlines throughout the country. 

Several days after the Goldberg announcement, Sec- 
retary of Commerce Luther H. Hodges, in a television 
interview, voiced the opinion that the recession had 
bottomed out and that we were ready to start moving 
up. He cited a preliminary estimate of a one per cent 
gain in seasonally adjusted February retail sales from 
January as an indication of improvement. This was 
the first pickup since October. 

Mr. Hodges was the first high administration spokes- 
man to speak with such positive optimism. His was 
the first bright news on the ’61 business horizon. 

But Secretary Goldberg was right back two days 
later with the warning that unemployment might rise 
again in March, reversing the expected normal seasonal 
decline of 300,000 for the month. He expressed the 
opinion, in his television interview, that Secretary 
Hodges had meant to convey the “hope” that the re- 
cession had reached bottom. However, the same day, 
Mr. Hodges reaffirmed his belief it had reached its low 
point. 

But again, Mr. Goldberg’s unemployment news made 
the headlines. 

All in all, the Secretary of Labor has been most 
successful in registering with the public the fact that 
unemployment is running at an alarming rate. Un- 
doubtedly, this is part of his work in selling the 
administration’s jobless and chronically depressed areas 
program to the public. But this recurring emphasis on 
unemployment is taking its toll of retail business. 

The public and businessmen are entitled to know 
the facts about unemployment. Perhaps these state- 
ments by the Secretary of Labor every few days are 
an effective way to assure prompt and broad legislative 
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action to reverse the unemployment trend. But for 
business they have been a series of shock treatments. 

These frequent repetitions of the seriousness of the 
unemployment situation have placed a strong brake on 
Easter spending by the consumer. If retailing comes 
up to expected figures in spite of this gloom campaign, 
it will be a great tribute to the built-in resiliency of 
the economy and the confidence of the American con- 
sumer. 

In the darkest picture there are always some bright 
areas. Goldberg’s statements might well have focused 
more attention on them. 


The Secretary might have pointed out, for example, 
some of the real strengths in our economy. He might 
have emphasized that there were an estimated 64,- 
655,000 employed in February as against 64,452,000 in 
January and 64,520,000 in February, 1960. He could 
have pointed to the fact that personal income in Janu- 
ary was $406,300,000, as against $395,700,000 in 
January of 1960. 

Then, there is also the question whether or not em- 
ployment figures for February, 1961, are comparable 
with those of 1941. While the February figure was, 
in fact, the highest in 20 years, the civilian labor force 
increased by nearly 50 per cent during that time. 

The New York Times estimated recently, that, based 
on a total civilian labor force of 55,900,000 for the 
whole of 1941, unemployment during that year ran 
about 10 per cent. In light with these figures, the Feb- 
ruary figure of 6.8 per cent unemployed takes on new 
significance. This record figure was set during a period 
when the labor force was undergoing the most rapid 
expansion in its history. 

In the months ahead and for many years to come the 
labor force will continue to expand. -Unemployment 
figures should be carefully weighed against employ- 
ment figures if a true perspective is to be obtained. 

The periodic unemployment reports we may expect 
should be presented factually, but as constructively as 
possible. They should point up the strengths as well as 
the weaknesses of the situation. Whether the adminis- 
tration realizes it or not, the present method and the 
frequency of these reports are seriously damaging to 
business and destructive to the morale and confidence 
of consumer and merchant. Such a situation certainly 
is not conducive to the improved economic climate upon 
which depends the ultimate solution of the unemploy- 
ment problem. 
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Two, three, four. .. 


—There are three elements in every sales situation, says 
H. B. Sharer, sales training specialist of U. S. Rubber 
Company ... the customer, the product, the salesman. 
When these three elements get together, the result goes 
one of two ways. The customer either agrees to buy 
or disagrees with the salesman’s reasons for buying. 
The disagreement is never between the customer and 
the product, but rather between the customer and the 
salesman about the product. Which proves you don’t 
sell the product, you really sell people. 





—Once the salesman accepts the fact that he is selling 
people, he concentrates on the customer and the reasons 
why that customer should buy the product. 

—There are three very basic and important tools avail- 
able to all salesmen: Work, Knowledge, Personality. 
—Work: Everything a salesman does must be for a rea- 
son... to put him face to face with the customer, 
under the best possible conditions and make sales. 
—Knowledge: It’s the responsibility of all salesmen to 
become authorities on the products they sell. 
—Personality: That most powerful tool that expresses 
the reaction of people to people. Personality is an at- 
mosphere that one radiates. It’s like humidity. You 
can’t see it but you can sure feel it. 

—How does the salesman acquire a sales personality? 
There are four simple things the salesman must remem- 
ber when face to face with the customer: Be friendly. 
Be courteous. Be helpful. Be enthusiastic. 

—Take time to develop good work habits, a thorough 
knowledge of the product and a good selling personality 
in your sales organization. You will find it helps boost 
profits. 





E.1B. Varbame, fh 
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WHEREVER YOU ARE! 


see the new 


JUMPING JACKS and BRISTOLS at: 
ATLANTA 


April 30 - May 3 Henry Grady Hotel 


BOSTON 


May 7-10 Parker House 


DALLAS 


May 6-10 Adolphus Hotel 


LOS ANGELES 


April 23 - 26 Alexandria Hotel 


NEW YORK 


April 30 - May 4 Sheraton-Atlantic Hotel 


PITTSBURGH 


May 21 - 24 Penn Sheraton Hotel 


SEATTLE 


April 15-18 New Washington Hotel 


ST. LOUIS 


April 9-12 Lennox Hotel 


ST. PAUL 


April 22 - 25 St. Paul Hotel 
CLIP THIS AD for quick reference! 


VAISEY-BRISTOL SHOE CO. 


Monett, Missouri 
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No. 601 . . . ladies No. 1628 . . . men No. 4711... . men 
COST TO YOU—$11.35 COST TO YOU—$12.00 COST TO YOU—$11.25 


See the new 
The 1961 Acme line at. . 
*Chieftain” PPSSA .. . Apr. 30-May 4 
New Yorker Hotel, New York 
SOUTHEASTERN SHOE SHOW 
... Apr. 30-May 3, Henry 
Grady Hotel, Atlanta 


SOUTHWESTERN SHOE 
SHOW ... May 6-10, Adolphus 


No. 4700... men Hotel, Dallas. No. 7300... men 


COST TO YOU—$11.25 COST TO YOU—$8.90 























No. 480 No. 400 No. 2600 
. .. boys & girls .. . boys & girls ... boys & girls 
COST TO YOU—$6.50 & $8.35 COST TO YOU—$5.90 & $7.80 COST TO YOU—$4.75 & $5.95 
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The booby-trap of 


Shoes and shoe business are undergoing a long-term 
process of down-grading. As a result, they’re losing 
some of their respectability in the public eye. 

A growing share of shoe business is falling into the 
booby-trap of believing that low prices are the prime 
force that builds sales and consumption. And there 
is the accompanying delusion that the “trend” toward 
low-priced shoes is simply the consequence of “con- 
sumer demand.” 


Discount stores 


Today, increasing millions of pairs of shoes are be- 
ing sold in an expanding variety of discount stores. 
This includes not only the discount stores where shoes 
are simply one of the departments, but the increasing 
number of regular shoe stores and shoe chains that are 
going “discount.” Add also the supermarkets and drug 
chains which are including shoes in their expanding 
soft goods lines. 

Now, there is no objection to low-price shoes. They’ve 
always been with us and always will be. They’re a 
necessary facet of shoe business. But now these shoes, 
spurred by the “discount” phobia, are growing out of 
all normal proportion. 

Over the past decade, consumer incomes and spending 
have risen by more than 60 per cent. But average fac- 
tory value per pair of shoes has risen hardly more 
than five per cent. We’re simply making and selling a 
lot more of the cheaper shoes. Today, 60 per cent of 
all shoes retail for $6 and under. This is the same 
percentage in effect back in 1953. The rising cost of 
shoemaking has simply been counter-balanced by the 
greater production of lower quality shoes. 


Snuffing out profits 


Shoe business is caught in a frenzied drive to sell 
“units” instead of products. And so the cheap shoes, 
bought and sold in a cheap manner, find an enlarging 
mass market. But some of the “new and better ways” 
of selling shoes are proving to be sheer self-delusion. 
Many retailers, awakening from the puppy-love affair 
with discounting, have begun to realize that the breath 
of profit is being snuffed out by self-strangulation. 

Has the mass movement toward cheaper shoes helped 
to sell more shoes? Has the movement toward self- 
service and discount operations improved shoe business 
via increased sales and consumption? Not one iota. 
Per capita production in 1950 was 3.44 pairs. In 1960 
it was only 3.30 pairs. Cheap shoes have simply cut 
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by BILL ROSSI 


low prices 


into better shoes. Shoe business is simply borrowing 
from Paul to pay Peter—plus a high rate of interest on 
the loan. 

But the real injuries of this “trend” may be more 
deeply inflicted than realized. 

First, the total dollar sales volume for shoe business 
has fallen far short of its potential because of the 
growing emphasis on cheaper shoes. This is the main 
reason why the shoe industry has steadily gotten a 
smaller share of the consumer dollar. 

Second, the retailer, beholden to the 40 per cent 
markup, finds his net dollar profit shrinking. Obviously, 
that margin on a $5 pair is only half that on a $10 pair. 
That also applies to net profit, for the selling costs 
are no different. Nor is he doubling his unit volume to 
compensate. His desperate pleas for higher markup 
hold no hope because his prices must stay in line with 
those of lower-priced competitors. So as a blind act of 
survival, he too turns to discounting and self-service 
as the great white hope. 


Not a change forward 


If all this is part of “changing” shoe business, part 
of the “new and better ways,” then the change is side- 
wise and perhaps a bit backwards. Certainly it isn’t 
forward. We see it benefiting neither the consumer 
nor shoe business. 

When more and more shoes can be plucked off coun- 
ters and racks and self-fitted, they can no longer be 
regarded as something distinctive, a prideful purchase. 

The public has always looked upon shoes as some- 
thing “special” because shoes represent so much—foot 
health, comfort, fashion, wear, utility, status, ete. But 
now, sold like nuts and bolts, they’ve lost prestige and 
value in the public eye. 

There’s no evidence that consumers have asked for 
this. There is evidence that the public has been force- 
fully exposed to it. The fact that some of the public 
has responded to it is no demonstration that most of 
the public wants it. 

Shoe business is bemoaning the tightening squeeze 
on profits, the lowered share of consumer spending for 
shoes, the stalemated or declining shoe consumption. 
But shoe business itself is the chambermaid responsi- 
ble for making these beds of thorns. 

The growing pleas for better profit, sales and con- 
sumption of shoes will find their practical answer when 
we start selling the product and not the price. 
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Complete Shoe Shine Unit consisting of 


ila ANSWER 10 ALL ; é % FINEST CARNAUBA WAX POLISH 


that gives a professional shine every 


M ESSY SHOE SHINE a time, and preserves leather, too. 
% me 6x ~KLEAN WAY APPLIER 
PROBLEMS . . . Wax impregnated ... puts on wax 


polish easily and without soiling hands 





% KLEAN WAY NO SOIL BUFFER 

... to give a high gloss shine... long 
lasting . . . specially formulated to 
prevent soiling if dropped. 





% KLEAN WAY SHOE SHINE HOLDER 
that can be hung on wall or closet door . 
fo) amclelelcie mmeelaluciali-inlace 





Lucky Sales Co., Inc., producers of 
RAIN DEARS, America’s. best known 
iso) U)YAmn's (0) 40 Mamma | am ©) F- <1 0 Om ¢-11 0) 0\0\0) CPM AT- IS 
now created another winner, and we 
are determined to make it just as re- 
nowned as Rain Dears, and just as 
much a leader in its field. In order to 
build our reputation in the Shoe Polish 
field our wax polish will be of the finest 
possible quality. 


FOR MEN, WOMEN, BOYS & GIRLS 


So easy to use the smallest child can 
shine his shoes quickly and easily, and 
without a mess, nothing to drip or spill. 





Black, Brown, Neutral RETAIL, ABOUT $1.50 
KLEAN-WAY Polish Pak, 
retaic, asout 4OF 


WRITE 
WIRE OR PHONE 
FOR SAMPLES NOW, 
AND INSURE EARLY 
DELIVERY 


America's major magazines will carry the 
news of KLEAN-WAY to millions . . . 
PLUS HIGHLY PRODUCTIVE SALES AIDS 
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LEVOR'S 


PECCADILLY 


companion of trend-setting Brasilia.... 








equally sensuous in feel and fit. You will 
see PECCADILLY in top style lines in all 
the pastel tones of Brasilia which are so 
popular now. 








G. LEVOR & CO., INC. 
TANNERS SINCE 1876 
GLOVERSVILLE, N.Y. 
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FOLLOW THE LEADER! 
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See our Fall-Winter 61 line of Sport-Casuals and 
bey Party Shoes... from Infants through Growing 
ss Girls and Teens. 


Visit our St. Louis Sales Office during Shoe 
Market of America April 9-12 ...and see us 
at the PPSSA, New York, April 30-May 4, : 
at the Sheraton- Atlantic Hotel, Display ' 
Rooms 571-573. Also at regional shoe ) 
shows. Write for catalog. 








OCKINGHA 
A 


SHOE COM P N Y 


NEWMARKET, 
NEW HAMPSHIRE 


ST. LOUIS SALES OFFICE: Suite 700 * 503 N.12th St. ¢ St. Louis, Mo. 
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Unsung hero... Did you know that 





HEINZ ROLLMAN of Ro-Search 
Inc., Waynesville, N. C., initiated the 
Kennedy Peace Corps plan? Heinz 
Rollman has had reams of material 
written about him; and in turn, he 
has written several books on how 
to make this a better world. It was 
one of those books that produced 
the Peace Corps scheme, which would 
send talented young men around the 
world to work in poor countries. At 
the time, President Eisenhower 
publicly gave all the credit for this 
idea to Heinz Rollman. 

But that was only one of his 
ideas. He has oceans of them... 
provocative, if nothing else. “A 
world wide ‘spy corps!’ Let’s make 
spying official,” he says. Another is 
a federal “idea office, fashioned after 
the U. S. Patent Office. A most im- 
portant idea would be what to do 
with our millions of defense workers 
if defense work were suddenly to 
stop.” 


* * * 


All customers need education, but 
retailers will find that the most 
profitable customer to educate is the 
teenage girl. That was one of the im- 
portant themes of MRS. BETTINA 
BALLARD’S talk before the Smaller 
Stores Division merchants (of 
N.R.M.A.). In stressing the impor- 
tance of educating America’s 9,750,- 
000 teenage girls, Mrs. Ballard, 
noted fashion and retailing author- 
ity, urged her audience to “court the 
teenager like mad; catching her 
when her taste buds are beginning 
to sprout; when her mother’s advice 
seems like criticism and when mak- 
ing up her own mind gives her a 
giddy feeling of confidence. 

“More and more stores have found 
it profitable to create idea depart- 
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ments for this important age group 

. departments which belong to 

them, not to their parents. The smart 

store picks the mind of the smart 

magazines and the stock of the 
smart manufacturers.” 
* * * 


“The one thing a retailer needs most 
is more manufacturer advertising 
aimed at creating brand prestige,” 
says JACK LEVIN, vice-president 
of Eastern Shoe Company, Inc., op- 
erating stores in Providence and 
Cranston, R. I. “Brand prestige sells 
more footwear than any other fac- 
tor. Our most effective advertising 
is that which emphasizes two names, 
our company name and a brand 
name. Our hardest-hitting selling 
technique is to plug nationally ad- 
vertised brand names. 





“An ideal situation would be for 
manufacturers to give retailers a co- 
operative discount allowance on copy 
that spotlights the brand name. Sec- 
ond best is for the manufacturers 
to step up their advertising.” 

* * * 
“It’s in the 18/8 heel height that the 
volume is being sold,” says RALPH 
G. WATSON, JR., vice-president of 
Watson’s Bootery in Providence, 
R. I. “We need more high styling 
with 17/8, 18/8, and 19/8 heels, for 
we sell five pairs of shoes in these 
heel groups to two or three pairs in 
high heels. 
“Our demand is for medium heels 
and we find that even the 18 and 19 
year old girls prefer medium heels 
to high. We always have high heels 
left over at the end of each season 
but rarely medium heels. 
“If we could base our buying on what 


we can sell, we would buy ten style 
numbers with medium heels to five 
numbers with high heels. But be- 
cause manufacturers do not give us 
what we want, we have to buy about 
five to five.” 





“Today’s customer is a changing 
one,” says J. GORDON DAKINS, 
executive vice-president of National 
Retail Merchants Association. “She 
has become both older and younger 
and there are more of her. She now 
works but has more leisure. She 
has more income and uses credit 
more extensively. She moved to the 
suburbs but they are now located 
near big cities or metropolitan areas. 
She has become more casual in her 
way of life. Her taste level keeps 
on rising. She is better educated. 
She has become more precise in her 
wants both as to what and to when. 
Experts foresee a market in the 
sixties that will be characterized by 
diversity not uniformity. Dominated 
by taste not necessity; an increase 
in quality as well as quantity of 
choice.” 
* * %* 


All the way ... If pink is the im- 
portant color this season, follow it 
through all the way! That’s how the 
Delman Shoe Salon did it. They 
filled all the show cases with pink 
shoes. Perched pink shoes on pink 
felt-covered tables. Placed pink 
azaleas all around. Even had the 
salesmen wear pink carnations in 
their lapels. 
* * * 

Florsheim Shoe Company’s very ef- 
fective emphasis on the importance 
of slipons: “Let’s Face It. Why Lace 
it?” 





BATA BASKETBALL DELUXE Think Big! Think Bata when you stock up for sum- 


mer selling. Active-minded men and boys are sold on the Bata Basketball Deluxe—because this scientifically 


designed canvas shoe is unequalled at its price for comfort, support and sure-footed flexibility. Stock and dis- 


play the canvas shoe that delivers 
more quality per dollar, that can deliver 
more volume per season and more 
repeat sales per capita, the fast-moving, 
profit-building Basketball Deluxe by 
Bata. Stock up for a_ sellout—now! 


WE MAKE BATA sHoes f% PEOPLE MAKE THEM POPULAR 
o 
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PROFILE by EsTELLE G. ANDERSON 





The secret: visible look of quality 


“The secret of successful qual- 
ity buying is to have the ‘visi- 
ble’ look of quality. That’s why 
I insist upon specific qualities 
and grades of leather, fine lin- 
ings, clean finish . . . that extra 
something ... in all the shoes 
I buy. I am willing to pay a 
premium price for choice leath- 
ers and components, so that the 
customer doesn’t have to ask 
why the shoe costs more. She picks it up and just 
knows it is QUALITY. It defeats the purpose to put 
anything but the best into a shoe. I don’t think that 
price should be the consideration. After all, price 
doesn’t mean the same, once you get above a certain 
level. The consumer soon forgets whether she paid $24, 
$26 or $32 for a pair of shoes, but she gets a thrill 
and pride of ownership from shoes in quality materials, 
the right shape and color, when she goes to her closet 
to pick out a pair to express a mood, to fit an occasion 
or go with a costume.” 





BERTRAM MUDICK 


Emphasis on American designers 


That’s the kind of direct, definitive, decisive expres- 
sion we got from Bertram Mudick, shoe buyer for Lord 
& Taylor. They put an emphasis on American design- 
ers. Carry Julianelli, Newton Elkin, Margaret Jerrold, 
Palizzio, Erica, Howard Fox; and the over-all collec- 
tion exemplifies the store level and look. It’s all very 
well, he says, to project fashion through the avant-garde 
medium but the effective, practical way is to design 
“with an eye to the future; but make it salable right 
now.” 

“Each season, we try to evolve a campaign that ties 
in with the identity of the store,” says Bertram. ‘Lord 
& Taylor sets the theme. For example, this season they 
used: ‘Swing into Spring.’ We latched on with ‘Unin- 
hibited Feet. ‘SWING INTO SPRING ON UNIN- 
HIBITED FEET’ ... gay, extrovert colors, exotic ma- 
terials .. . everything to make them irresistible to the 
consumer.” 

Bertram Mudick has always had a feeling for mer- 
chandising . . . that is, once he became reconciled to 
the fact that he couldn’t go on to become a doctor. And 
he would have made a good doctor, for he has a feeling 
for the meticulous detail, application, follow 
through. He graduated from high school at 15 and 
went to Brooklyn College at night. During the day, he 
helped his mother in the small men’s shoe store that 
his father owned up to the time of his death. When 
Bertram went into the Air Force in ’43, his mother 
gave up the shop. 
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Three and a half years later, Bertram came out of 
the Service. He wanted to go into merchandising and 
got a selling job in the shoe department at Blooming- 
dale’s. When he left in ’49, he had worked his way up 
to senior assistant buyer for the shoe departments. For 
the next seven years, he was buyer of better shoes, 
orthopedic, play shoes, casual and rubber footwear at 
Abraham & Straus. During that time he understood 
and projected fashion through that store’s price level 
and area. 

Since 1956, he has been buyer of the American de- 
signers’ collection of women’s shoes, imports, import 
casuals, slippers and rubber footwear for Lord & Tay- 
lor’s Fourth Floor Shoe Salon in the New York store, 
as well as the seven branches. All buying is done from 
New York. For these past five years, he has probably 
been at his best in the avant-garde milieu of Lord & 
Taylor. There’s opportunity for more scope and expres- 
sion. 

“This is the year of the individual look,” says Bert- 
ram. “I don’t think we have the right, at the store 
level, to tell a customer she must only wear a certain 
style. That’s the-sure way to attrition . .. giving the 
customer no reason for buying more than one pair of 
shoes. Expose consumers to color, new shapes, new 
forms, new heel heights, and they will buy. Basically, 
I think most people have good taste. Given an oppor- 
tunity, and exposed to many things of good taste, they 
know what is best for them.” 


What about color? 


From there, we were off in another direction. What 
about color? How does it happen? “Color is the evolu- 
tion of emotion,” says Bertram. “You just get a feel- 
ing about..it. Right now, I am buying for fall 61... 
colors that I started with last fall. Actually, they 
stemmed from a string of colored beads that I brought 
back from Italy for my wife, more than a year and a 
half ago. There were other presents, but this was the 
one she was exicted about. It was evidently emotionally 
right. This season, we are seeing a confirmation of it 
.. . the vibrant look of the deeper, earthy neutrals. 

“We had the pale foot look three years ago. Then 
through another two seasons. Last year, I felt the pale 
look was decreasing and the chic excitement of a color 
shoe was coming through. Touched it lightly then. 
This year, the color shoe will be psychologically right. 
Women are ready for bright. The next move of fashion, 
in the over-all look, will be neutral and will call for 
accessories that are exciting. Last season, every color 
was touched with black. This season, they seem touched 
with dimmed sunset. 

“Of course, we must never lose sight of the fact that 

(CONTINUED ON PAGE 73) 
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owas... Keujtrim Step. 


pre-eminent triple-needle spring pump, 
featuring a vamp treatment of elegant simplicity; 
three rows of tucking, punctuated with a matching 
leather circlet; 23/8 heel...in Yabsckman' (4 
#507 Flight Blue...by Johnson, Stephens & Shinkle Shoe Co., St. Louis 8 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. e FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Love that low heel 


That’s what the evidence indicates! Seems that consumer 
demand has continued to grow at such a fast pace that man- 
ufacturers and retailers alike find themselves making note- 
worthy revisions in their planning to include a much broader 
range of lower heel styles. The facts are impressive. For 
example, one manufacturer of women’s medium price branded 
fashion footwear was doing 65 per cent of his business in 
high heel footwear three years ago. Now, the records indi- 
cate there has been a complete switch and 65 per cent of 
his 1960 sales were on heel heights of 18/8 down through 
12/8, with only 35 per cent on high heeis. That’s only one 
of many similar stories revealing the strength and growth 
of the lower heel shoe market. 


The trend has snowballed 

Alert merchandisers have been moving with this trend 
and urging it along for the past six or eight years or more. 
Now the trend has snow-balled into an astounding fact— 
American women love lower heels, and they are buying per- 
haps four times more than they did five years ago. Add to 
this the fact that there is even more concentrated effort on 
the part of manufacturers and retailers not only to give the 
customer what she wants but to inspire her to buy more 
(lower heels that is) and we come up with the very realistic 
assumption that the big growth in the future for women’s 
shoe business will be realized in medium and low heel foot- 
wear! 


Worth a lot of study 

But there are many facets to this tremendous lower heel 
market. (And by lower heels we refer to 10/8 through 18/8). 
It’s certainly worth a lot of study in planning for the future. 
There are at least four prominent basic classifications of 
lower heel customers, and each calls for specific types of 
footwear. 

1. The very young teenager, looking for her first pair of 
“heels.” Best selling styles for this customer include simple 
little pumps unadorned, or trimmed with hatband and string 
bows. 12/8 and 14/8 heels are most wanted here. 

2. The young, fashion-conscious student or girl-with-a-job 
who is beginning to develop a fashion mind of her own. Here 
the patterns become more diversified and bolder with hi- 
riding tongues, instep straps, kilties, elasticized throats, 
and ghillies entering the picture—all done with “free-hand” 
styling rather than conservative. 

3. The young homemaker or business girl with more toned- 
down fashion taste, who favors the classic good looks of 
shoes simple in line, rather than styles that proclaim a “beat” 
boldness. 

4. Then, of course, the more mature woman who is con- 
cerned most with comfort and finds lower heels are the 
answer. Here the styling is more conservative with stress 
on fit and functional features that are aides to comfort. 

These four classifications could be used as the beginning 
for further study of this “alive and growing” lower heel 
market. 
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America’s 
most famous shoes 


are now Lightweight 


Flexible 
Soft 


because there’s 


PELLON 


inside! 


Retailers: Ask your resources for 
this sales clincher. 
Manufacturers: Contact us im- 
mediately for your supply. 

PELLON CORP., EMPIRE STATE BLOG., N.Y. 1 


SHOE SALES DIV. IRVING J. FIFE & CO. 
432 PARK AVE, SOUTH, N.Y. 16 
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CSTETSON) 





Style No. 7109 — Black 
soft grain calfskin, flexible 
leather sole, surface stitch 

by hand, light rubber top lift. 
Also 3109 — Brown calfskin. 


There's 
nothing 
like a 


good plain toe 
for GOOD, STEADY SELLING 


Some styles always move well... and this is one 
of them. Besides having universal appeal from a 
fashion standpoint, it’s a Stetson and all that the 
name implies. That means nationally advertised 
fine quality (New Yorker, Sports Illustrated, 
Gentlemen’s Quarterly, ) and the immediate comfort 


USE STETSON'S 
IN-STOCK Dept. 5 


— it’s for your convenience 
and profit. Order as you 
need, when you need. This 
Stetson service offers you 
flexibility and sales oppor- 
tunity -sell out of our 
stock to ease your own 
inventory investment. 


for which Stetson has always been famous. 


The demand for quality is stronger today than ever 
before . . . and a name such as Stetson commands 
greater respect, represents more selling power in 
your store as a result. There’s more sell in a Stetson. 





THE STETSON SHOE COMPANY, INC. There's more SELL in a Stetson 
South Weymouth 90, Massachusetts 
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by GERVASE BUTLER, men’s editor 


Take it from the top: 
the shape of hats to come 


Let us not be hasty in contemplating the unadorned head- 
wear which appears in quadruplicate further down this 
column. Furbished with whatever trims the trade thinks 
up between now and fall, it will appear, or so is the fore- 
cast, in every major line of men’s hats in this country. 

It marks, dear reader, the first big change in hat silhouette 
since the flat-top during the 50’s. Further, it reverses what 
began as a good thing and has turned into pernicious anemia: 
the whittling down of crowns and brims to the vanishing 
point! 

Most of all, it is NEW. And wearable. Ponder on the fact 
that both ends of a man require cover. Does it seem that 
Mr. America Bracketed might be persuaded to go for a pair 
to go with his new hat when shoes make the same kind of 
fashion excitement? 

Sponsor of the new design is Hat Council, Inc., whose 
roster of member hatters is more or less the Almanach de 
Gotha of the hat industry. Creator is the noted Raymond 
Loewy, whose international design firm, Raymond Loewy/ 
William Snaith, Inc., was commissioned to do the job. The 
answer, four months, numerous sketches, clay models and 
anthropometric checking later, is a hat with a crown perma- 
nently blocked, a brim to shape to the wearer’s taste. The 
highlight is the dramatic swirl sculptured to give the crown 
a modified telescope treatment in back and an off-center 
raised effect, a “forward motion” look, in front. 

To wrap up the description, the brim treatment is espe- 
cially distinctive. It is 1% inches wide in front, with an up- 
turned lip. The brim widens to 2% inches in back, finishing 
with a high roll. It’s virile. It’s easy to wear. Fall looks 
promising! 
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Get a Tighter Grip 


on the 
Boot Market 
with 


GODING 


Kangaroo 
Wellingtons 
bo} 


4 








Here’s a Wellington Boot that will build 
a whole new group of customers for you. 
It is built from genuine imported Kanga- 
roo leather, the lighest, softest, most 
durable leather known. And it has a 
black crepe Squee Gee sole that grips 
wet surfaces with uncanny tenacity. 


This makes the Goding Kangaroo 
Wellington ideal for wearing on slippery 
boat decks, wet docks, or anywhere 
your customers encounter slippery or 
uncertain footing. Show it to your 
boating customers and you'll sell it in 
quantity ... because, unlike most 
Kangaroo boots, the Goding Kangaroo 
Wellington is made to sell at a popular 
price with a full mark-up for you. 


Write today for 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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MANUFACTURED BY WEBER SHOE COMPANY, IN ; , MISSOURI! 
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by ESTELLE G. ANDERSON | ‘children’s editor 


The wonderful world of children’s 
shoes: style cycle comes ‘round 


The style cycle hardly ever lets you down. It comes ’round 
and back, sooner or later. Pinafores are a current “craze” 
with little girls and their older sisters. There are lots of dif- 
ferent styles, variable and interchangeable. There should be 
shoes to go with them. Perhaps removable kiltie tongues, 
colorful and changeable thongs and straps. Here is one more 
opportunity for extra pairage. 

Anything new under the sun? Some ten years ago, there 
was a child’s slipper (it may have been the foot part of a 
sleeping garment) made by the Blanklette Corp., where the 
toe folded up and over ... to snap on across the instep. 
There was a series of two or three snaps, in a row, and as the 
child’s foot grew . . . voila, the slipper did too . . . snapping 
further down to the toes each time. 

Now, Pedi Bares, Inc., have come up with a somewhat 
similar idea. Their shoes “fit ages from one month to two 
years.” They come laced, in their smaller size, through the 
lower pair of eyelets at the back of the shoe. 

Patent leather and spring . . . the accepted “twosome.” 
Now, there is strong indication that the romance won’t fade 
with the last rose of summer. New tannages and finishes 
on patent leather, to make it more impervious to cold and 
cracking, give it a good chance for acceptance the year 
round. And the colors are an added incentive. In addition 
to black, there are colors to match the velvets and velveteens 
in girls’ apparel . . . dark cherry, grape, dark green, bronze. 

Candy colors will continue into fall, with the emphasis 
shifting to the caramels, butter scotch, honeys and toffees 

. mmm, good! 















“Love Knot” by Five Star, one of the new patterns for fall, 
promises to be a strong contender for juvenile acceptance. 
It has the “boot” look that gives it a dual role... dress or 
casual. “Camelot” influence and sure to be popular. 


J 
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shoes are 
outstanding 
values 
because 
they’re built 
up to quality 





standards 
not down to 
price. 


Room 208 


= Hotel Statler 
Shoe Market 
| of America 


—and at 
regional shows 


SHOES, Inc. 
GREENUP, ILLINOIS 


Manufacturers of .children’s shoes in the 
budget price bracket of $3.95 to $5.95 
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Sure, easy way to ring 









WENONA 
in Black, Red, 
Grey and Brown 
NyloVel. 


12-4 A-D 
8-12 B-D 


HOBO 

in Brown, Black, 
Red, Green and 
Grey NyloVel. 


12-4 A-D 
8-12 A-D 
58 B-D 





INSIST ON THE NYLOVEL TAG FOR 
QUALITY ASSURANCE. 






SALES AGENTS: SHAIN & CO. Boston 


the register... 


fit any girl to a pair of 


BUSTER BROWN SHOES 
sores nl YLOVEL 


BUSTER BROWN SHOES will have more 
NyloVel shoes in-stock for 

the coming season than ever before. 
Experience over the years with 

nylon velvets makes this outstanding 
producer use Martin’s NyloVel. 























48 West 38th Street, New York 18, N.Y. 
MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil & Argentina. 


MANSKE & CO. St. Louis 
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PARIS REPORT: 


Something new each new season isRoger Vivier’s goal. 


This spring it is new toes and heels, fresh materials. 


To be a style leader and a trend setter requires a 
constant search for new ideas. This is Roger Vivier’s 
ideal and his achievement. When he brings out a new 
toe character, heel height or shape, a new silhouette 
or material, the other members of the group of high 
style bottiers recognize and respond to the new trend. 
Their collections, shown early in March, reflect this 
influence. 


Radical change in toe shape 

A new toe and new heel are the highlights in Vivier’s 
spring 1961 collection. The new squared toe—some call 
it rounded—is a dramatic change from sharply tipped 
toes. Besides its dramatic departure from the needle 
type of toe, it has other new characteristics. It is wide 
and flat as well, allowing the toes to extend in a more 
normal shape. M. Vivier is calling it the “Galbée’’ line. 
To his new heel shape he gives the name of “Virgule,”’ 
or “Comma.” This heel is in three heights: 18/8, 20/8 
and 24/8. It accentuates the arch of the shoe and gives 
it an entirely new profile. 

Charles Jourdan immediately adopted this heel. The 
“ready-to-wear” shoemaker of Christian Dior, he works 
closely with the house of Christian Dior and has his 
shop in the Dior building at 30 Avenue Montaigne. 
Roger Vivier is also there. 


Materials for summer shoes 

First choice is kidskin with fine lightweight calfskin 
and crocodile for afternoon. For evening there are dull 
satin, glossy black leather, printed faille, straw and 
mousseline. We show here two interesting materials 
from the Roger Vivier spring collection. The afternoon 
shoe is in a check of rose, beige and white. The other 
new material is a panama straw in an evening shoe; 
the ornament velvet, black like the straw. Sport shoes, 
we should note, are often unlined. 


Ornaments are numerous 

Many ornaments are at the toe of the shoe, marking 
a trend. Bows are sometimes on the side. Light em- 
broidery suggests precious stones—topaz or ruby—on 
dull satin or tulle. The total effect is of great restraint 
and delicacy of treatment on dressy afternoon and 
evening shoes. Buckles, straps and high tongues give a 
smart, swashbuckling air to tailored and low heel types. 
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Roger Vivier pump, 
"Avenue Mon- 
taigne." It has the 
new Galbée toe and 
"Comma" heel, 
20/8 in height. The 
material is a rose, 
beige and white 
check, smart com- 
plement to a cos- 
tume in any one of 
these three spring- 
timé colors. 








ROGER VIVIER 


by LYSIA HARIVEL 








"Tregaste |," 
Charles Jourdan 
walking shoe with 
very short, squared 
toe and heel slightly 
slanted toward the 
front. It has lowered 
sides but a high 
tongue with squared 
topline carrying 
out the outlines of 
the toe, strap and 
buckle. 





"Sybilla,"" another 
pump by Roger 
Vivier of Christian 
Dior. One of his 
new spring creations 
for evening wear in 
panama straw, the 
black velvet orna- 
ment matched to 
the straw color. 
The toe is flat, wide 
and blunted, his 
new line. 


4l 





YOUR CUSTOMERS WILL SEE THIS FULL PAGE ADVERTISEMENT 
IN SEPTEMBER 


“ SEVEMECEN 


CTEp 


A fun-loving shoe for light-hearted 
you...choose Charm Step ... styled 
for your world of young living. 


Most styles $2.99 to $5.95 


| outhtul CHARM STEP creations 


n heels, flats and 
ports siela 4-10 ais Malehitelite) advertis A @ENESCO DIVISION . . . NASHVILLE, TENN 
7 ay 
1a, window card reprints, and full mat 


laale = See them! Sh swthem! Ss« alas. 
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LETTERS 


Lack of variety in shoe styles 

(In his editorial in the Feb. 15 
RECORDER, John Reilly suggested a 
lack of variety in shoe styles as a 
cause of declining sales.) 





I think Mr. Reilly hit the nail on 
the head with his editorial. 

I don’t know if we’re “writing off 
25 per cent of our potential shoe 
sales when we killed the open-toe,” 
but we certainly are losing close to 
that potential. Complaints we are 
getting from women about not hav- 
ing enough open-toe styles give us 
the uncomfortable feeling that, when 
we send women customers from our 
store with only one pair of shoes, 
they are only “partly sold.” In many 
of these cases, we are missing out 
on that second pair sale. 

BEN GREEN, PARTNER 
ADAMS FACTORY SHOE OUTLET 
CHICAGO 


I can’t agree on the lack of open- 
toe dress shoes. 

In women’s high fashion shoes, 
you just can’t afford to look over 
your shoulder at last year’s styles. 
We find fewer and fewer women cus- 
tomers want open-toes. If the re- 
verse were true, it wouldn’t be any 
trick to stock up with open-toes— 
about three months’ time. We think 
shoe retailers must be alert for new 
approaches. Personally, I think the 
triple-needle toe is on its way out, 
and square toes are on their way in. 
This will make itself felt fully in 
eight or nine months, I believe. 

IRVIN GERSHEN, BUYER 
BLUMS-VOGUE 
CHICAGO 


A reader since 1899 

Pleasure to enclose check for 40th 
renewal of RECORDER. 

Started reading it in 1899 when 
employed in wholesale house; then 
subscribed when I resigned in 1921. 

Retired from Hill & Dale in 1950, 
but still want to know what is going 
on in the trade. 

PAUL S. LIPPINCOTT, JR. 
MARLTON, N. J. 
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It’s fashionable to be “a square” 


by GERALDINE EPP, teenage editor 


When the lids come off the shoe boxes this month, teenage 
buyers will find: 

That heels will pose a “Which shall I buy” problem. Offer- 
ings are so varied. Therefore, keep these two fashion trends 
in mind: Heels, in all categories, are a wee bit higher than 
in seasons past. Second, new lasts dictate the need for new 
shapes. 

Joseph Vessel of Missouri Wood Heel reports a run on 
square-backed heels—6/8 and 8/8—to finish off the square- 
toe silhouettes. This is true among all teen manufacturers in 
all price brackets—$4 to $20 retail. More limited, but an 
interesting addition to collections, is the egg-shaped covered 
heel—an accent for oval toes. To be a “square” or an “egg- 
head” will be fashionable come fall. 

A spokesman for Mears Heel Co. cites the “Toreador” as 
the big surprise of its fall line. Sprightly reminiscent of the 
grace of a Spanish toreador, this molded acetate in 9144/8 
and 12/8 has sharply defined planes and angles. 

Hy Weitzman of Atlantic Heel predicts the “Cowboy” will 
be the volume shape . . . and where school flats are con- 
cerned, teen manufacturers concur. 4/8 is the key height. 

Pancakes are still with us, of course. But for dress flats, 
pace-setting designers are moving from 2/8 flatties to 3 and 
4/8 shaped heels. 

In terms of increased orders, heel suppliers find that little 
heels, 12 to 15/8, are the fastest moving. Plywoods are par- 
ticularly popular. 

For younger teens, the Baby Louis (10 to 13/8) will be 
undisputed king. 

Illustrated here are some of the heels in fashion’s favor 
for fall ’61: 


‘Nga r 
a? Toreado 


Sx Baby Louis 


Square-back 











LOOK WHO’S SENDING TEENS TO YOUR STORE FOR P-F’’s! 


Dick Clark will be making more 
than 20,000,000 sales calls on your 
behalf this summer! He’l! be giving 
teen-agers the word about P-F 
canvas shoes on the hottest teen 
show of them all — ABC-TV’s 
American Bandstand! Clark turns 


teen-age viewers into buyers be- 
cause he talks their language—the 
kind of advertising salesmanship 
that brings customers into your 
store. So tie in with our powerful 
promotion. Make your store the 
local P-F headquarters! 








B.EGoodrich 


Footwear that feels as 
good as it looks 








a Scud 
thie gia SH 


For full information, contact our nearest branch, or write—B.F.Goodrich or Hood Footwear, Watertown 72, Mass. 
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PATTERN PORTRAIT 
Leather underfoot for lightness 


All the casual news is not on the surface. Here it is 
underfoot. The new ingredient which has been added to an 
established friend is horsehide—in the sole. The selling 
point is leather—and light weight. 

This brand new version of Hush Puppies continues the 
treated good looks of brushed texture in a wide range of 
colors. Perforations for summer comfort add interest to 
stitch and piping decoration. Wolverine. 











Square toe, square “headband” bow 
in unlined calfskin pump on 12/8— 
or 18/8—heel. Note pinched down 


irevren nes" Squared toe tips 
Big news in lasts 


Real, recognizable squares, ranging from a little 
under an inch in width to between one and two inches, 
are number one news in toes. Offering definite, sharp 
contrast to current needle tips, they can be expected 
to receive powerful promotion at all fashion levels. 
Fashion magazines are planning features on square 
toes in dressy types with dressy bows, shaped heels 
and scooped shell toplines. 

In the rapidly expanding tailored shoe market, they 
will play a very important role. In this type, look for 
more square throats and tailored detailing on new 
square toe lasts. Look, too, for impressive heel variety: 
18/8 and down, square backs, oblong and rectangular 
bases, shaped wineglass heels and underslung jet types. 
Be prepared for renewed interest in extension soles on 
stacked heels. 


Heels in great diversity— 
18/8 and down — squared- 
backed; under-slung; on dif- Square vamp treatments: out- 
ferent bases; and stacked, lined by stitching accented 


by square throats, square 


covered or plastic. 
tongues, rectangular panels. 
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Rounded tips are 
Back in style... 


The shoe that looks soft, as well as feels that way, 
has been launched in a new toe character that is gently 
rounded. It is a versatile shape, adapted to feminine 
dressy shoes and simple tailored types. 

Shoes with this toe character have a lady-like look, 
under-stated, never over-done. Dressmaker treatments 
—feminine draping, pleating, stitching, delicately 
shaped heels and soft constructions—all look right on 
lasts with this gently curved toe shape. Real interest 
is on 20/8 and down. The wineglass heel is assuming 
increased fashion significance. 

Elegant is the word for the treatment on dressy 
styles. Classic simplicity best describes the tailored 
types. 

This is a toe that may well gain acceptance as gently 
as its character would suggest. It should look for a 
long life since so many women have been asking for 
just such a shape. 


os oS 


Below, right: At top, dressmaker 
treatment, 20/8 wineglass heel. 
Below, delicate dressmaker detail- 
ing, medium heel. 
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This is the way a tailored shoe gains 
Above, left: At top, tailored style new significance, made on a new 
with classic simplicity of vamp. —a last. From Barefoot 
Below, another curved toe, ele- Originals. 


gantly, understated style. 


April 1, 1961 












Sharpest toe that can be made, with 
a V-throat line that accentuates this 
look, this dressy fabric pump from 
Herbert Levine. 
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High fashion still 
ells sharp toes.. 


Triple needles will occupy a strong position for fall 
in two classifications. They will sell in dressy patterns 
on high heels. On medium and low heels, triple needle 
shoes will sell in gay young styles. The younger mar- 
ket is still mad about the “pointiest’” of toes. Look for 
new strap treatments in these styles; for more buckle 
patterns, many combinations of three or more colors. 
These gay young styles will be soft and unlined. 

In the higher heels, there will be dressmaker treat- 
ments. Pleating, shirred effects, fine hand-laced de- 
signs will add to the elegant look of new triple needle 
shoes on high heels. Wineglass heels will have a great 
deal of fashion significance on these lasts. 

Like all the other toe shapes we are featuring here— 
new squares, new curved and volume-seller double 
needles—the triple needle is capable of great versatil- 
ity in its use. It looks well on many heel heights and 
shapes. It is suited to a variety of patterns, types and 
treatments. And it is a “look” that many women still 
want for their dressiest, most elegant shoes or, with 
the younger group, for their gayest, smartest styles. 












































Below: V-throat pump on 
high wineglass heel, dress- 
maker detailing. Gay young 
style on medium heel. Both 
on triple needles. 





















Above: Two of the strap 
patterns liked by the gay 
young crowd, on medium 
heels, in many color combi- 
nations. Triple needles in 


both. 











Boot and Shoe Recorder 





Clockwise, starting at top: Medium heel stepin with 
popular high tongue and strap; side-strapped dress 
pump on high heel; moccasin type on low stacked heel; 
flat heel pump with smart button vamp treatment. 


Double needle 
Volume seller 


Shoes on the double needle toe are the biggest volume 
sellers of all the toe shapes shown here. General selling 
reports from all across the country indicate that con- 
sumer acceptance of this last is far greater than the 
triple needle. It sells on high heel, medium heel, low 
heel and flat heel. 
So, look for greater diversity of design on these 
lasts. The higher heels—24/8 to 20/8—will offer a 
greater range of dressy patterns. The mid-heels—19/8 
to 13/8—will be on more unlined styles in both dressy 
and tailored patterns. 
In the low heels—12/8 to 6/8—there will be a wider 
range of tailored patterns, most of them unlined and 
very soft. And in the flats—6/8 to 2/8—there is no end 
to the variety of styles in colors, gay and bold, or subtly Suit shoe on slender medium heel 
antiqued and darkened. with fine tailored detailing. The toe 
is the best selling double needle. 
High style from Lipare. 
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City Bred 


the accent in men’s fall footwear 


Footwear styling makes a point of a slimmed down look in the 
tapered toe and, in appropriate use, of the close edge sole 


by GERVASE BUTLER 






With a welcome unanimity makers of men’s shoes 
are ready for fall with a sparkling array of variations 
on a single theme. Call it the trim and tapered look 
the National Shoe Institute has been advocating if you 
will. Call it the city street look, briskly detailed, urbane, 
sophisticated. 

Follow the one look in the progression of our exam- 
ples paired for pictures. The family resemblance is 
there. The skill and taste of the designers have trans- 
lated it into footwear with fashion appeal for every 
occasion. As we show, the scale of decoration and detail 
is keyed to elegance and fine texture in suiting patterns 
for the fall season. 

On this page the shapely plain toe and suave new 
wing tips are examples of styling that changes the 
whole look of the foot from seasons past. What has 
become a hardy perennial, the slipon, flourishes in town- 
minded interpretations which feature smoother fit with 
increased high riser coverage. 

For the man whose eye and foot are pleased by moc- 
casin front promise of comfort, streamlined types give 
a new fashion lift to this dependable classic. 





Above: At left a plain toe 
in a high rising bal tie on 
an extremely narrow tapered 
last, cement sole. Pedwin. 
Southern tie has double 
needle last, stacked heel, 
toe tip tack and tasseled 
lace ends. Winthrop. 


Wing tips have a new look. 
A subtle round/square toe, 
upper color deep glowing 
brown, black edge and heel, 
at left. Stetson. Upswept 
from tapered toe, hand 
butted. Weyenberg. Refined 
classic blucher looks to Lon- 
don in its stitching. Stacy- 
Adams. Deluxe detailing 
makes this three eyelet 
taper-toe notable. Jarman. 


Slipons show variety in con- 
tour and detail. From the 
top, above: Elegance is im- 
plicit in an olive brown wing 
tip. Nunn-Bush. Next, Pin- 
Tuk detail adds a new low 
line look. Weyenberg. 
Tapered classic high riser 
with side gores. Stetson. 
Hand laced vamp treatment 
accents the taper. Pedwin. 
Side panel elastic .echoes 
fine texture. Crosby Square. 
Folded edge overlay plug, 
elasticized topline. Jarman. 


Moc fronts rev up styling 
for fall. Slim shaped tie left 
is olive brown with black 
edge. Edwin en Above, 


soft grain stitched vamp 
and top. Matrix. Slimmed 
last accented in hand 
stitched Guantone. Harvest 
brown. Freeman. City 
brogue right has low wall 
seam. Nunn-Bush. 























Refined detail, the tapered toe, flexibility on the foot, 


match shoes to the sophistication in texture, color and 
pattern in fabrics to be featured in apparel fashions 


Texture has become so important in the concept of 
shoes as much more than just foot-covering or a pro- 
tection from the elements, it makes manipulation of 
tannages a fashion feature in itself. Pictured below are 
outstanding examples of surfaces which add a distinc- 
tive touch to the several basic shapes illustrated. All 
share a similarity in feeling. No boon dockers they, 
but city dwellers. 


Color in leathers 


In the same shift of emphasis, there is a new feeling 
for color in leathers. Without attempting to disparage 
the dressy, “safe” characteristic that gives black its 
sales edge, there is good reason to suggest brown as 
the better choice in some stylings for fall. The antici- 
pated importance of blues, grays and browns in sports- 
wear and business wardrobes is sure to expand the 
limited gold-olive-black horizon. 

Dimension is an attribute not always appreciated 
outside the circles in which designers move and find 
their inspiration. Apparel people have been paring 
down the weight and amount of clothing a man wears 
for a number of years. Hats are small, jackets are 
short, neckties narrow. Fall shoes follow the lead. 


For a quick backward glance: Watch for increased 
acceptance of the plain toed shoe. Favored stylings 
should be the tapered forepart with close-edged sole and 
a canted heel in ideas for younger men. 


Slimmed down wing tips 


Wing tips are an across the board natural. With pro- 
motion talk building the London Look, the slimmed 
down, lighter weight versions can’t miss. These also 
offer the opportunity to feature brown to wear with 
tweeds and multi-color patterns in suits. 

Slipons have so many new features they are likely 
to bring back the shoe horn. Forepart styling and dec- 
oration run the gamut, to wear with any ensemble a 
man can put on. However, the main development in 
this classification is construction for snugger fit. Elas- 
ticized toplines, panel inserts and gores are ingenious 
solutions to instep gap. And necessary to enhance high 
riser smoothness on the foot. 

Moccasin front ties are probably the national favorite 
for young business executives, men on the job and on 
their feet. These are lighter, slimmer. 

Texture is really a collector’s item. It’s there for 
the man demanding that extra accent on the foot. 






















Fall suitings shown in mid- 
weights, the colorings new 
multi-tones, the fibers all 
wool, blends with Dacron 
and silk. Courtesy of the 
Worumbo, Hockanum and 
Forstmann divisions of J. P. 
Stevens & Co., Inc. 


Texture sauces good design. 
Tiger shark and cordovan at 
left. Stacy-Adams. Buffalo 
grain smartens a_ staple 
blucher. Jarman. Soft grain 
calf, sea green, novel sad- 
dle. Stetson. Guantone simu- 
lating tip and foxing keys 
to grain effect. Nunn-Bush. 
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Sell boating shoes to 


THE MARKET FOR ATHLETIC FOOTWEAR 





an ocean-full of customers 


Last year more than 40 million pgople spent over $2.5 billion on 
boats and equipment. This is a rapidly growing market that has 


barely been scratched by retail shoe stores. 


One of the fastest growing recrea- 
tional sports in the country—and one 
that offers much promise to apparel 
and equipment retailers—is pleasure 
boating. To date, however, few shoe 
retailers have made any concerted 
attempt to sell boating shoes to the 
veritable ocean-full of boat-happy 
customers. 

Last year more than 40 million 
people, or close to 22 per cent of the 
total population, participated in 
pleasure boating along the nation’s 
waterways and ocean fronts. This 
water-happy crowd, operating over 
eight million recreation boats and 
using the facilities of 1150 yacht 





The markets for the other types 
of athletic shoes listed below will 
be studied in detail in future issues. 


clubs and 4000 marinas, spent more 
than $2.5 billion on boats and equip- 
ment, about five times the amount 
they spent in 1950. In the process, 
they established boating as the fast- 
est growing recreational market. 


60 million by 1965 


Market analysts forecast a mini- 
mum of 60 million amateur boaters, 
comprising both sexes and all age 
groups, by 1965. Our waterfronts 
will be buzzing with some 15 mil- 
lion pleasure crafts of all sizes. Their 
owners and operators will range all 
the way from professional men and 
white collar workers to factory work- 
ers, sales girls and teenagers. Total 
spending on boats, motors, acces- 
sories, marina memberships, other 
equipment and apparel will reach 


close to $3.5 billion. 

Where do boating shoes fit into 
this harvest-to-come? Right now, 
with an annual market potential of 
millions of pairs, the surface of their 
sales possibilities has barely been 
scratched. 

Randolph Manufacturing Co. of 
Randolph, Mass., a pioneer in boat- 
ing footwear and known for its 
Randy Boatshu, estimates that bare- 
ly two per cent of the nation’s recrea- 
tional boaters own proper footgear. 
At the most, a million pairs of real 
boating shoes are currently in use. 
Sales are estimated in the vicinity 
of 400,000-500,000 pairs annually 
with the average shoe lasting for 
two seasons. 

The remaining 39 million or so 


(CONTINUED ON PAGE 73) 






























































THE MARKET FOR ATHLETIC SHOES 
No. People| No. People Sales No. People No. People Sales 
SPORT Participat- | Participat- (Pairs) SPORT Participat- | Participat- (Pairs) 
ing Today | ing In 1965 1960 ing Today |ing In 1965 1960 
Boating 40,000,000 | 65,000,000 | 10,000,000 Flehinge 40,000,000 | 50,000,000 5,000,000 
Bowling 20,000,000 | 35,000,000 2,000,000 |} Ice Skating 8,500,000 | 12,000,000 1,750,000 
3 
Skiing 10,000,000 | 15,000,000 7,500 |} Hiking 500,000 1,000,000 _ 
~ cepa 280,000 310,000 240,000 || Camping 5,000,000 8,000,000 es 
Golf 30,000,000 | 40,000,000 40,000 eel . 1,000,000 1,500,000 600,000 
Tennis 10,000,000 | 15,000,000 | 10,000,000 |] Mt. Climbing 200,000 300,000 _ 
April I, 196! 53 





How top St. Louis 
Shoemen see fall business 


The leaders of the St. Louis shoe industry are generally optimis- 
tic about fall business. Inventories have been reduced to the 
point where re - stocking is essential and the economy as a 
whole seems ready for a gradual upturn. 


The 
received by the 


statements 
RECORDER 
St. Louis shoemen who were asked 
their opinions under the 
heading “How St. Louis 
See Fall Shoe 
Estimated percentages of 


following were 


from 


general 
Shoemen 
Business and Why.” 
increase 
were also 


or decrease in sales 


requested. 


Although the first half of the year 
will be a disappointment for most 
manufacturers, retail business in 
this period should hold up very well, 
given the all-important break in the 
weather during the month of March. 
With the appearance of a healthier 
general economy in the latter half 
of °61 and with the minor style rev- 
olution of the square and gently 
rounded toes to keep fashion inter- 
est at a peak, shoe business this fall 
should be excellent for both manu- 
facturer and retailer. 

WILLIAM KAPLAN, VICE PRES. 
CARMO SHOE MFG, CO. 


WILLIAM KAPLAN ARTHUR H. 


Experience has convinced me that 
close contact with sales managers, 
particularly those associated with 
medium sized producers, provides 
the best basis for forecasting with 
maximum accuracy the long range 
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prospects in the shoe industry. 

The imponderables in our industry 
are both many and diverse, but the 
basic fact remains that inventories 
have reached a level which has 
brought about an almost complete 
reversal of last season’s open-to-buy 
picture in all types of retail shoe 
outlets. If more publicity is given to 
the solid side of the economy, Amer- 
ican consumers will put into circula- 
tion enough of their savings, which 
at present are at an all time high, 
for the shoe industry to reap its full 
share of this increased spending. 

The consensus of the sales execu- 
tives I have talked with is that by 
the second quarter of this year a 
decided upturn will be evident, fol- 
lowed by continued improvement in 
the third quarter. The last three 
months should witness a boom in 
shoe sales at all levels if by that 
time a favorable climate is provided 
for American business in general. 

ARTHUR H. GALE, EXEC. SEC. 
ST. LOUIS SHOE MFRS. ASSN. 


With the advent of spring and 
with good Easter sales behind us, 
the tone of the shoe business ap- 
pears to be undergoing a change. 
The outlook is warming up with the 
weather. 

Shoe retailers who have been 
rather cautious in their buying for 
a couple of seasons seem to sense 
that their sales opportunities will be 
good for fall and that they will need 
shoes. A return of retail confidence 
in the future of the economy has 
been needed in order to put the in- 
dustry back on the high road. 

The turn in the economy is at 
hand. Personal income and personal 
spending are above last year and 


will go higher. Total retail sales will 
soon be breaking records again. But 
the market ahead will be the most 
competitive that we have ever 
known. There are so many ways 
for the consumer to spend his dollar, 
that the shoe industry must deserve 
its share, if it is to attain it. 

The fall season of 1961 will not 
be a season for tired, old methods 
in the shoe business or in any other 
business. The seasons ahead will 
hold rich rewards for those with 
original ideas, those who dare to in- 
novate, to try the new, to get out in 
front. The shoe industry shows 
many current signs of measuring 
up to that challenge. There are more 
indications of change than have ex- 
isted for many years. 

That is why we expect our busi- 
ness and the industry’s business to 
be good in the fall of 1961 and on 
into the years that follow. 

HENRY RAND, PRES. 
INTERNATIONAL SHOE CO. 


HENRY RAND CLARK R. GAMBLE 


Any prediction on the shoe busi- 
ness outlook for the second half of 
‘61 must be tempered by the condi- 
tion of the general economy. 

I would say that the industry is 
cautiously optimistic. While we are 
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all aware of the ups and downs of 
the shoe industry, we consider it 
probable that 1961 will be an im- 
provement over last year when total 
production dipped to just under 600 
million pairs. 

This drop in production was, to a 
large degree, due to inventory reduc- 
tion, which was in line with the gen- 
eral business pattern in 1960. Brown 
Shoe Company produced more pairs 
in 1960 than in 1959 and we antici- 
pate continued growth in 1961. 

Retailers appear to be planning 
for increased business in anticira- 
tion of an upturn in the second half 
of 1961. 

CLARK R. GAMBLE, PRES. 
BROWN SHOE CO. 


Our opirion is that fall 1961 will 
be ahead of fall 1960—with total 
production 607,657,000 pairs. 

The reason is we have become a 
controlled industry which has de- 
stroyed competition, has restricted 
consumers’ freedom of choice, has 
opened wide the gate to imports, 
which increased over 50 million 
pairs in 1960 as American factories 
lost 40 million pairs, including those 
factories acquiring further control 
in shoes. 

The control is so tight, this self 
created trend will not improve be- 
yond population increases. 

If proper for Washington to call 
America’s situation by its right 
name—so is it in shoes. 

JAMES S,. LEGG, VICE PRES. 
HEYDAYS SHOE CO, 


J. B. REINHART, JR. 


JAMES S. LEGG 


All of us in the shoe industry are 
probably delving deeper than ever 
before into the elements that make 
sales. 

As a result of these earnest stud- 
ies, we feel confident that the impact 
of style will be deeper . . . more 
notivating than ever before .. . that 
our industry’s advertising, point of 
sale displays, packaging and sales 
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training programs will reach the 
highest levels of effectiveness ever 

. and that the consuming public 
will respond and enable us to show 
a strong 5 per cent gain in sales for 
fall °61. 

The truly successful company is 
the one which always thinks in terms 
of the consumer . . . which has as 
its first objective, the second sale to 
the consumer, not the first. 

J. B. REINHART, JR., PRES. 
TRIMFOOT CO. 


School business will be good—how 
good, is dependent on the together- 
ness of the manufacturer and the 
retailer. We’re optimistic about our 
new lines and plan at least a 5 per 
cent increase (in pairs). Why? Be- 
cause we've already received a vote 
of confidence from X number of re- 
tail friends who have seen a few of 
our new fall items. 

JOSEPH MC CAFFREY, VICE PRES. 
VAISEY-BRISTOL SHOE CO., INC. 


JOE MC CAFFREY 1. M. KAY 


There is every indication that 
business this fall will be much bet- 
ter than last year. Inventory reduc- 
tion of most commodities, including 
shoes, has been taking place for 
some time. Consumption has, there- 
fore, been greater than production. 

In addition, the fiscal policies of 
the present administration will cer- 
tainly have the effect of bolstering 
the economy. Steps already have 
been taken to increase our federal 
spending and to increase the mini- 
mum wages, both of which will be 
effective by fall. 

I. M. KAY, PRES. 
BERLAND SHOE CO. 


We are optimistic that there will 
be a complete business recovery by 
or before the end of 1961. However, 
we feel that many of the major in- 
dustries have complex adjustments 
to make to re-establish full employ- 
ment and that the recovery will be 


slow and gradual. We also feel the 
comeback will vary widely, depend- 
ing on local conditions. 

For the last six months of 1961 
we feel that, nationwide, our “same 
store” comparisons will about hold 
their own with 1960 and that our 
new stores should account for a sub- 
stantial increase in the company’s 
total sales. 

ROY OSCARSON, EXEC. VICE PRES. 
EDISON BROTHERS STORES, INC. 


ROY OSCARSON RAY CLINGINGSMITH 


During the past five months, the 
shipments of branded shoes have 
shown an increase over the same 
corresponding months a year ago. 
More than 60 per cent of our annual 
business is derived from our weekly 
size-up orders mailed directly to our 
office by our customers. The total 
pairage of orders that we have re- 
ceived in this manner during the 
past five months exceeds the same 
period a year ago. This indicates 
that merchants’ stocks of shoes in 
our price range are in excellent con- 
dition. 

The optimistic comments we have 
received from our representatives 
and key accounts, together with the 
inquiries we have received and in- 
terest shown by other accounts that 
we would like to sell, indicate that 
we can expect our business for fall 
1961 to show a substantial increase. 

RAY CLINGINGSMITH, SALES MGR. 
STEP MASTER SHOES, INC. 


Weber Shoe Co., Inc., is planning 
for a 10 per cent increase in fall 
1961 over the corresponding season 
of 1960. Past history in the shoe 
industry shows that a period of in- 
ventory reduction by retailers is fol- 
lowed by a re-stocking the following 
year. Retailers definitely were re- 
ducing their stocks and working 
close last fall. Hand to mouth buy- 
ing continued this spring season. 

Economists all indicate a positive 
up-swing in business by the second 
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half of 1961. Our retailers will need 
adequate supplies to serve their cus- 


tomers. 


FRED J. WEBER, PRES. 
WEBER SHOE CO., INC. 





PRED J. WEBER ROY SUNDLING 


Business in the shoe industry for 
fall 1961 should be good. Invento- 
ries are low and must be re-stocked. 
Economic experts are predicting an 
up-swing in April or May and this 
will be reflected in the planning and 
vuving by retailers for this coming 
tall season. The new administration 
snould have the unemployment prob- 
lem handled, which will spark busi- 
ness at the retail level and bring 
avout consistent re-ordering of in- 
itial buys. 

ROY SUNDLING, PRES. 
BRAUER BROS. SHOE CO. 





at 


PAUL JOHANSEN MCLEOD STEPHENS 


Our company is_ optimistically 
looking forward to the fall selling 
period. Despite the fact that our 
general economy has been hard hit 
during the past six months, we be- 
heve that fall shoe business will be 
rood both at wholesale and retail. 

The new administration is going 
to take action, whether or not one 
calls it pump priming, to increase 
the tempo of business activity. This, 
undoubtedly, will have a good effect 
upon the consumer who is looking 
for fall shoes. 

In addition, we feel that women 
this fall will see the types of shoes 
at retail that they are desirous of 
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buying. There will not be the ex- 
treme last changes for fall that we 
have experienced during the last 
several years. This should induce 
many women to step up their pur- 
chases with the sound conviction 
that pointed toes are here to stay. 
PAUL E. JOHANSEN, SALES MGR. 
VALLEY SHOE CORP. 


We expect business for fall at the 
manufacturing and retail level will 
show a marked improvement over a 
year ago. We think gains can be 
from 10 per cent to 25 per cent, de- 
pending upon specific industrial cir- 
cumstances locally and, most impor- 
tantly, the amount of selling and ef- 
fort put out by the individual. We 
think the voices of gloom and doom 
will be hoarse by that time and the 
forces of strength inherent in our 
economy, if reinforced by good hard 
sell, will produce most favorable re- 
sults for the fall season—and be- 
yond, 

MC LEOD STEPHENS, PRES. 
JOHNSON-STEPHENS & 
SHINKLE SHOE CoO. 


Despite the fact that some shoe 
manufacturers are taking a rather 
dim view of fall prospects, the 
Omega Shoe Co. does not expect a 
decrease in sales. The company an- 
ticipates business at least equal to 
that of fall ’60, the biggest season 
in their history and possibly exceed- 
ing it by perhaps 10 per cent. We 
base this optimistic view on the be- 
lief that, with a general decline of 
sales at the retail level, there should 
be more need than ever for shoes in 
the three to four dollar retail price 
bracket to stimulate volume sales. 

RALPH TUCKER, PRES. 
OMEGA SHOE CO. 








RALPH TUCKER C. D. P. HAMILTON I! 
The highly competitive nature of 
the American shoe market, both re- 


tail and manufacturing, is an inter- 





esting challenge in making plans for 
fall. 

Just as the manufacturer is 
squeezed for profits, so is the shoe 
retailer. Thus we hope to effect 
economies within our organization 
so the benefits of greater efficiency, 
along with high quality standards, 
can be passed along to our customers 
as well. i 


We are setting our sights toward 
sales increases and feel encouraged 
for fall, for we plan to merchandise 
our shoes in such a way that we 
should get our share of the available 
market. 


C. D. P. HAMILTON, III, PRES. 
HAMILTON SHOE CO. 





JACK ALTMAN JACK INTRATER 


Let’s help boost sales with real- 
istic thinking on emotional values, 
and promote fashion with a clari- 
fication of styles and colors The 
young market is the great po- 
tential; it must be served with- 
out underestimating the power and 
the knowledge of the young fashion 
world. Quality is the most itmpor- 
tant requirement. Excellent mate- 
rials, fine workmanship, elegant de- 
tailing are the essential factors in- 
volved in achieving The Look, The 
Line, The Function of young fash- 
ionable shoes. Everyone must ex- 
tend his fullest efforts and energies 
to promote new creative ideas and 
methods of salesmanship to supply 
the need for increased sales and 
profits for high fashion, young lad- 
ies’ shoe business. 

JACK ALTMAN, VICE PRES. 
DEB SHOE CO., INC. 


Taking into account the complex- 
ity of conditions in the country to- 
day, we are optimistically planning 
an increase for fall 1961 of a mini- 
mum of 6 per cent over a like period 
in 1960. 

There are many reasons why busi- 

(CONTINUED ON PAGE 76) 
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The 80-20 formula in shoe business 


The 80-20 formula is aimed at cutting costs, increas- 
ing sales, enlarging profits. It gives you something 
definite to work with in increasing productivity. 


Knowledge and application of the 
“80-20 formula” in shoe business 
can make an important contribution 
to a store’s or company’s profit posi- 
tion. 

Analysis of your own particular 
retail operation will usually show the 
following: 

80 per cent of your store’s sales 
are made by 20 per cent of your 
salesmen. 

80 per cent of your sales at almost 
any given time of the year are made 
on only 20 per cent of your current 
inventory. 

80 per cent of your multiple sales 
are made to 20 per cent of your cus- 
tomers. 

80 per cent of your turnover on 
any given line is made with 20 per 
cent of the shoes in that line. 

80 per cent of the response to 
your ads comes from only 20 per 
cent of your ads. 

80 per cent of ‘‘over-time” selling 
is with 20 per cent of your cus- 
tomers. 

80 per cent of your delivery and/or 
refund problems are experienced 
with 20 per cent of your resources. 


The formula may vary 


That’s the general pattern. It 
applies to a great range of your buy- 
ing, selling and store-operation ac- 
tivities. The 80-20 formula may vary 
a bit, such as in some instances being 
70-30 or 75-25 or 85-15, but in the 
over-all the ratio is usually reason- 
ably close to 80-20. 

This same formula applies to the 
shoe manufacturer. For example: 

80 per cent of the sales are made 
by 20 per cent of the salesmen. 

80 per cent of the sales come from 
20 per cent of the national or region- 
al territory. 

80 per cent of the delinquent ac- 
ccunts are represented by 20 per 
cent of the retailers. 

80 per cent of the sales volume is 
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derived from 20 per cent of the 
accounts. 

80 per cent of the season’s sales 
are from 20 per cent of the season’s 
line, 

80 per cent of the discounts are 
taken by 20 per cent of the retailers. 


Applying the formula 

The key word behind the 80-20 
formula is “productivity.”’ And pro- 
ductivity is simply a process of get- 
ting the most out of your efforts and 
costs. 

Putting the formula to work on an 
analytical basis is fairly simple. Take 
each phase of the business and study 
it in detail. For example, let’s say 
a store has five salespeople. Two of 
them do an outstanding job, account- 
ing for a large share of the total 
sales. How do these salesmen do it? 
What are the factors that make them 
more effective? You can outline 15 
or 20 different factors. List them. 
Each of these salesmen will rate 
close to the other in all or most of 
the factors. Now make the same list 
for the other three salesmen. Rate 
them, factor by factor, in the same 
way. Now you’ve pinpointed the 
strengths and weaknesses. The obvi- 
ous project is to build up the weak- 
nesses on a training and show-how 
basis. This avoids generalizations; 
it gets down to specifics in sales 
training. 


Inventory 


Apply the same approach to in- 
ventory. Analysis of successful shoe 
stores shows that a larger share of 
their inventory at any given time is 
“active”; that is, live stock. In short, 
they are firmly stocked in sizes, 
widths and styles for selling activity 
in the current season, and are light 
or the non-productive or inactive 
stock. This puts the inventory power 
where and when it’s needed, and 
holds the out-of-season dead-weight 
stock to a minimum. This is what 


we know as inventory control. But 
basically it’s woven around the 80-20 
formula. 

Why is it that some of your news- 
paper ads pull strongly while others 
get a weak response? Keep a close 
check on the good ones and hold them 
in a separate file. Do the same with 
the ads that brought poor results. 
Then make a side-by-side compari- 
son, good ones with ineffective ones. 
Can you find one or more common 
denominators in the successful ads 
that made them successful or effec- 
tive? And the same approach goes 
for the ads that brought poorer re- 
sults. Once the “common denomina- 
tors” of your effective ads are found, 
you now can apply these to future 
ads. This raises the effectiveness of 
a greater number of your ads. This 
is productivity in practical action. 


Three targets 


The 80-20 formula is aimed at 
three targets: cutting costs, increas- 
ing sales and enlarging profits. The 
three are separate yet are inter- 
locked; that is, they function to- 
gether as a unit. 

Using the 80-20 formula, you raise 
the productivity of each phase of 
your operation either by eliminating 
the non-productive parts, or by im- 
proving their performance so that 
you get more out of them. This is 
the same rule that is used by super- 
markets. For example, if certain 
items prove to be slow-moving, they 
are quickly eliminated or are moved 
to another area in the store for a 
different kind of exposure or display 
that will bring more customer re- 
action. 


The point of perfection, of course, 
is to get 100 per cent performance 
from 100 per cent of the operational 
activities. No store or company ever 
achieves this. But it’s the mark to 
shoot for. It all starts by analyzing 
your operation, part by part, with 
the 80-20 formula in mind. Once you 
know the formula for each (80-20, 
70-30, 60-40, 90-10, etc.), you have 
something very specific to work with 
in your effort to increase productiv- 
ity and thereby cut costs, build sales 
and improve profits. 
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Take a map of the world. Splatter 
one drop of ink on the dot that is 
St. Louis. Let the ink spread and 
you will get a fairly exact indication 
of the St. Louis shoe market. 

It is not a city, but an area. The 
St. Louis Shoe Manufacturers Asso- 
ciation’s membership officially num- 
bers 26 firms. They operate close to 
150 plants in a six-state industrial 
empire fanning out from its major 
hub—the city of St. Louis. 

Actually, little production is done 
in the city itself. With a few ex- 
ceptions, management offices, head- 
quarters for sales personnel and 
warehousing facilities are in St. 
Louis proper or its outlying suburbs. 
Shoe factories are peppered over 
Missouri, Illinois, Arkansas, Ten- 
nessee, Kentucky and Mississippi. 
Many of them are the economic life 
blood of their communities, popula- 
tions 4000 to 10,000. The majority 
of the allied companies which serve 
the St. Louis shoe industry are based 
in St. Louis. The list includes 138 
manufacturer supply firms, some 51 
wholesale leather companies, 15 shoe 
machinery firms, 15 heel and last 
makers, 11 ornament houses, seven 
shoe pattern firms, and 41 shoe 
wholesalers, besides headquarters 
for major retailers and chains. 


91 million pairs in 1960 


Add all of this up and what do 
you get? A tight little knot of in- 
terwoven activity which turned out 
about 91 million pairs of shoes in 
1960, 364,000 pairs every working 
day. Lay them heel to toe, St. Louis’ 
annual production would circle the 
globe. Of the 603 million pairs pre- 
liminarily estimated for the nation, 
St. Louis accounted for 15 per cent 
last year. 

At the wholesale level, the city’s 
$700 million-plus annual shoe busi- 
ness is outranked locally only by 
chemicals, beer and food processing. 

Guiding it is a battalion of execu- 
tives. Many have shoes in their 
blood. To a man, they have one aim: 
they are dedicated to keeping St. 
Louis the shoe capital of the world. 
And they’re making strides. Shoes 


are a major segment of St. Louis 
economy. It should stay on that pin- 
nacle. 

St. Louis Shoe Manufacturers As- 
sociation member firms make one- 
third of all children’s leather shoes 
produced in the United States. The 
local total reached about 20 million 
juvenile pairs in 1960. Yet children’s 
shoes account for only about 20 per 
cent of the St. Louis total output. 

Slightly in excess of half of all 
St. Louis-made shoes fall in the 
women’s category. The output ap- 
proximated 46,420,000 pairs last 
vear, 16 per cent of the nation’s 
total. Only the two giants, Inter- 
national Shoe Co. and Brown Shoe 
Co., make men’s pairs in sizeable 
volume, yet approximately 30 per 
cent of all shoes made in the St. 
Louis area last year were men’s. 
More than 25 million pairs were 
turned out, some one quarter of U.S. 
men’s production. 


What kinds of shoes are “St. Louis 
shoes?” All kinds. Very low priced 
pairs tied together and heaped on 
bargain basement sales tables. 
Swishy top fashion patterns dis- 
played with mink in couturier-type 
department store street windows. 
And every type in between. 

In the juvenile category, St. Louis 
makes basics of every weight and de- 
scription, from automatic wash ’n 
wear infants’ pairs to sturdy brogues 
for touch footballers; school shoes; 
party shoes; patterns to make com- 
plete shoe wardrobes for youngsters 
of all ages; welts, cements, mocca- 
sins, playshoes, bedroom slippers. 

The women’s category runs the 
same wide gamut: all heel heights 
and toe expressions; all degrees of 
dressiness or casualness; all degrees 
of fashion impact; round the clock 
round the calendar shoes, playshoes, 
slippers, and arch types in minor 
volume. 

For men, much the same story 
prevails, with St. Louis makers of- 
fering business oxfords, both light- 
weights and brogues; slipons from 
very sporty to very dressy; casuals 
for loafing, boating, golf, hunting, 
fishing; special occasion sport shoes; 
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safety shoes for home and industry; 
work shoes of all types; slippers of 
course. : 
Any person in any walk of lif 

could select only shoes made by St. 
Louis-based firms and never want 
for any type, color, material, style, 
pattern, category, or price-range. 


Brand names 


From the start, St. Louis makers 
have aimed at brand name images 
for their shoes. Roughly 77 of the 
108 key brands made by Association 
members are nationally advertised. 
Because leading magazines fanfare 
the footwear does not necessarily 
mean that the patterns are high- 
style, although if you ask any St. 
Louis manufacturer he will quickly 
tell you that “80 per cent of all St. 
Louis branded shoes are definitely 
high-style, as against 20 per cent 
middle-of-the-roaders.”’ New England 
makers will argue with these per 
cents. Some Eastern designers will 
go so far as to say that St. Louis 
makes only a scattering of high- 
styled women’s pairs. Leave it as it 
is. St. Louisans, proud of their cen- 
tury-and-a-half background in shoe- 
making, proud of their shoes, their 
brands, and their companies, like to 
feel that their brands are high styled. 
After all, fashion is opinionated. On 
that point all makers, east to west, 
agree. 

In general, the heavy emphasis on 
St. Louis branded merchandise falls 
in the upper middle price bracket. 
For women’s it’s the $14 to $20 re- 
tailers. For teens, $9 to $13. For 
men’s shoes, the bulk of the brands 
fall in the $15 to $22 class. On 
juvenile footwear, it’s the $6 to $10 
retail pairs that contribute most sub- 
stantially to St. Louis totals. 

There is nothing new about shoes 
in St. Louis, historically speaking. 
Even the St. Louis Shoe Manufac- 
turers Association dates back to 
1918 when a “Manufacturers Bu- 
reau”’ was formed. Over the years 
the shoe industry of the midwest 
city has fluctuated economically but 
seldom disastrously. The market has 
experienced a minimum of liquida- 


Boot and Shoe Recorder 














Half as many pairs as people in the U. S.—that’s the 
St. Louis story last year. Half the market’s 91 million 
pairs were women’s, 30% men’s, 20% juvenile. Manu- 
facturers will team with non-St. Louis makers to display 
over 8000 patterns at the 15th fall showing April 9-12. 


tions. Many of the “small firms’’ are 
strong firms, and as such are able 
to hold their positions in spite of the 
two giants, ISCO and Brown, which 
make St. Louis their base. Endicott- 
Johnson, a member firm of the As- 
sociation, produces no shoes in the 
St. Louis area. 

It was 158 years ago this year 
that Thomas O’Keefe, custom shoe- 


maker, came to the old river town 
of St. Louis in the hope of setting 
up shop. The going was slow. He 
found the natives in home-made 
moccasins or sophisticated “Eastern” 
shoes and not too interested in 
O’Keefe’s custom pairs. It took the 
shoemaker three years to get his 
shop established in the community. 
By 1812 he was making his own lasts 


and patterns, bringing in leather and 
findings from Boston and Philadel- 
phia, cutting, fitting, making and 
selling complete shoes. 

Thomas O’Keefe’s grandson, the 
retired A. J. Brauer, Sr., established 
Brauer Brothers Shoe Co. in 1898. 
Oldest shoe manufacturing company 
in Missouri is Tweedie Footwear 

(CONTINUED ON PAGE 75) 





Test your shoemanship 


Here are 108 key brands, all made by St. Louis firms. Can you 
name the company which produces each brand? Answers on page 76 


Paradise Kittens 
Paradise Kitten-ettes 
Curtis 
Educator 
Pedwin 

Regal 

Roblee 

Stuart Holmes 
Style-Craft 
Buster Brown 
. Propr-Bilt 

. Robin Hood 

. Tread Straight 
. Little Miss America 
. Air Step 

. Connie 

. Corelli 

. Enzel 

. Galaxies 

. Glamour Debs 
. Jacqueline 

. Larks 

. Life Stride 

. Marquise 

. Miss America 
. Naturalizer 

. Natural Poise 
. Paris Fashion 
. Petite Debs 

. Revette 

. Risque 

. Robinette 

. Smartaire 

. Carmelletes 

. De Angelo 

. Original Debs 


OOM AAGP WME 
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37. 
38. 
39. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
51. 
ae. 
53. 
54. 
55. 
56. 
57. 
58. 
59. 
60. 
61. 
62. 
63. 
64. 
65. 
66. 
67. 
68. 
69. 
70. 
71. 
72. 


Fandango 
Active Duty 
College Hill Sports 
Di Porto 
Delmanette 
Penaljo 
Heydays 
Florsheim 
Winthrop 
Vitality 

Poll Parrot 

Red Goose 
WeatherBird 
Conformal 
Rand 

Velvet Step 
Sundial 
Randcraft 
Panorama 
Trios 

Grace Walker 
Kingsway 
Accent 
Friedman Shelby 
Briarcliff 
Wesboro 
Diamond Brand 
John C. Roberts 
Hy-Test 

Smart Set 
Gems 

Trim Tred 

City Club 
Vitapoise 

Star Brand 
Hanan 


73. 
74. 
73. 
76. 
77. 
78. 
79. 
80. 
81. 
82. 
83. 
84. 
85. 
86. 
87. 
88. 
89. 
90. 
91. 
92. 
93. 
94. 
95. 
96. 
97. 
98. 
99. 
100. 
101. 
102. 
103. 
104. 
105. 
106. 
107. 
108. 


Soft Pedals 
Fun-Shus 
Johansen 
Pavilia 

Quattro 

Smash Hits 
Rhythm Step 
Matrix 

Lullabies 
Peacock 

Rice-O’ Neill 
Lazy Bones 
Clinics 
Foothrills 
Paramount 
Josef du Val 
Nite-Aires 
Resort-Aires 
Wee Walker 
DeLiso Debs 
Entree 

Step Master 
Cangemi Coed 
Jolene 

College Debs 
Town & Country 
Baby Deers 
Tweedies 
Jumping Jacks 
Bristols 

Bonnie Bristols 
Valley 
Dress-Ups by Alexis 
Sparkle Toes by Alexis 
Barefoot Originals 
Mezzos 
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The Garden Court, Southdale Shopping Center, Minneapolis, 
Minn. The bridge in the foreground, at the center of the court, 


connects the two long sides of 


the upper shopping level and 


contains escalators to the lower shopping level. The wood- 
faced wall encloses air conditioning equipment. 


Shoe stores in shopping centers 
now account for a total volume of 
about $850. million. That represents 
approximately 20 per cent of the 
total of $4.3 billion in shoe business 
done by all kinds of outlets combined. 
It represents nearly 30 per cent of 
shoe business done by all shoe stores 
and department stores, exclusive of 
other outlets. 

This is quite phenomenal consider- 
ing that only a decade ago the shop- 
ping center was virtually unknown 
and shoe business in the handful 
that existed was negligible. In fact, 
most of the shopping center shoe 
business has sprouted since 1954, 
when shopping center growth moved 
into high gear. 

This rapid growth will continue. 
It’s expected that, by 1965, shoe and 
department stores in shopping cen- 
ters will be accounting for more than 
$1.5 billion in sales. 

It’s difficult if not impossible to 
obtain factual statistics on shopping 
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center shoe business. However, this 
RECORDER study has been able to 
obtain and make fairly reliable esti- 
maies. 

Today there are approximately 
4500 shopping centers of all types. 
About 2000 of these have shoe stores 
(including shoe departments in de- 
partment stores) ; each of these shop- 
ping centers averages about three 
shoe stores, including shoe depart- 
ments, for a total of about 6000 shoe 
stores and departments in shopping 
centers today. Some of the giant 
shopping centers may have as many 
as a dozen shoe stores and shoe de- 
partments, while many of the smaller 
centers have only one shoe store. 

A shopping center shoe store or 
department may average an annual 
volume of $140,000 or more. Some 
de much more. In a regional or large 
shopping center, some four to six 
per cent of the total floor space ren- 
tals go to shoe stores, plus an addi- 





shopping 
Centers: . 


tional two per cent or more for shoe 
departments in department stores. 
That’s a very substantial represen- 
tation by shoe business—more than 
for many other types of businesses. 
Studies show that in shopping cen- 
ters where shoe stores or depart- 
ments are situated, shoe business 
will obtain a little over one per cent 
of the total income spent by con- 
sumers in the center. Considering 
that shoes are a relatively small- 
ticket item, this one-plus per cent 
represents a respectable share. 


Shoes that sell well 

Certain types of shoes sell well in 
shopping centers. Children’s shoe 
business is a front-runner. For ex- 
ample, in downtown department 
stores, children’s shoes rate about 
sixth in shoe dollar volume. But in 
the shopping center branches of these 
same department stores, children’s 
shoes rate second in dollar volume. 
Reason for this is the convenience 
for suburban mothers in bringing 
children to local shopping centers. 

Women’s casual, flattie and loafer- 
type shoes sell well. Men’s dress and 
work shoes, along with slippers and 
rubber-canvas footwear, are basic 
good sellers. Women’s moderately 
priced style shoes also go well. 

Prices in most instances tend to 
be in the medium to low-medium 
brackets for most footwear. How- 
ever, there has been a steady up- 
grading in types and prices of shoes 
sold, particularly in the newer and 
larger centers. 

Shopping center growth has been 
phenomenal—from virtually zero in 
1949, to 2400 in 1957, to 4500 now, 
and an expected 10,000 by 1965. The 
term “shopping center,” however, 
must be clarified. 

There are three types of shopping 
centers: the regional center, serving 
up to 500,000 people, contains up to 
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now 20% of all shoe business... 


There are now approximately 4500 shopping centers of 
all types and 2000 of these have shoe stores. By 1965, 
shoe stores and departments in shopping centers will be 
doing more than $1.5 billion in sales. 


one million feet of floor space, parks 
up to 5000 cars, houses up to 80 
stores, and has one or more major 
department stores as leading tenants. 

The community center serves up to 
40,000 families, contains up to 200,- 
000 feet of sales space, parks up to 
1300 cars, accommodates up to 40 
stores, with a junior department 
store as prime tenant. 


The neighborhood center is a local 
convenience arrangement known as a 
“strip” center. It serves up to 10,000 
families, has up to 70,000 feet of 
sales space, accommodates about 360 
cars, has 10 to 20 stores, and a 
supermarket is its central tenant. 


A regional center has a dozen or 
more shoe stores (including those in 
department stores). A community 
center may have up to four or five 
shoe stores, including departments 
in the junior department store. A 
neighborhood center may or may not 
have one shoe store, though it usually 
has a shoe repair shop. 


Chain dominance 


The large majority of shoe stores 
in shopping centers — particularly 
the larger centers—belong to the na- 
tional shoe chains, or to the major 
department stores in the centers. 
The local independents, even the 
highly successful ones, have had lit- 
tle luck in gaining entry to desirable 
shopping center locations. 

This has been due chiefly to the 
rules of financing. Long-term leas- 
ing plus Triple-A credit ratings have 
been required by most shopping cen- 
ter landlords. In most instances, 
only the national chains have been 
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able to meet these requirements. A 
few larger shoe manufacturers have 
co-signed leases for independents to 
give the latter access to shopping 
centers—but obviously with some 
obligation of the independent to the 
manufacturer. And where _ inde- 
pendents have managed to get into 
centers on their own, frequently they 
are required to pay higher rents 
than the chains. 

Shopping center leases are usually 
made on the basis of a percentage of 
gross income, with a minimum guar- 
antee. The percentages vary, those 
with lower sales per square foot pay- 
ing higher percentages. Shoe stores 
usually pay five to six per cent, with 
minimum guarantees amounting to 
from $1.25 to $1.50 a foot in smaller 
centers, and as high as $3 a foot in 
larger centers. 

In recent years, nearly 90 per cent 
of the new stores opened by the shoe 
chains have been in shopping cen- 
ters. The chains themselves have 
been hotly competitive for such lo- 
cations in the better centers. For 
example, Melville Shoe Corp. pre- 
pared and distributed a large, full- 
color brochure among shopping cen- 
ter managements to demonstrate that 
a Thom McAn store in a center gen- 
erates traffic for the center as a 
whole. 

There has been some government 
movement, via Small Business Ad- 
ministration, to government-guar- 
antee leases for independent retail- 
ers in shopping centers. This has 
met with little response from center 
landlords. The latter, however, rec- 
ognize the value of having good local 
independents in their centers. Re- 


cently, there has been more recep- 
tion to independents, though it has 
not yet materialized into any “trend.” 

Today, an estimated 25 per cent 
of all retail sales—or some $70 bil- 
lions—is being done in shopping 
centers serving 80 million people. 
Over the next five to eight years, 
this share is expected to rise to above 
66 per cent. 


What is their future? 


Some shoe chain executives have 
expressed belief that the pace of 
shopping center growth has been 
due for a slowdown. But many now 
fee] less certain about this. True, the 
more desirable locations are harder 
to find. But continuing population 
growth, plus suburban growth, ap- 
pears to assure room for steady 
shopping center expansion. 

James C. Cairns, president of Gal- 
lenKamp Stores Co., and an officer 
of Shoe Corp. of America, has had 
extensive experience with the shop- 
ping center boom. He stated recent- 
ly, “We are completely sold on the 
shopping center approach to mer- 
chandising. We are completely con- 
vinced that shopping centers are the 
merchandising system of the future 
and are betting our money on this 
system.” 

As to shoe business. there has per- 
haps been no other single phenom- 
enon of shoe retailing in the past 
century that has shown such sudden 
and spectacular growth as the shop- 
ping center. To have zoomed from 
zero to 20 per cent of all retail shoe 
business in less than a decade repre- 
sents a remarkable precedent in shoe 
business. 
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Wonder Drug: size-ups 


A system of frequent size-ups and regular reorders 


The heart of a retail operation is 
its inventory. The financial weil- 
being of any shoe store, large or 
small, depends on whether or not the 
inventory heart pumps efficiently. A 
healthy heart means healthy profits. 


Two inventory arteries 

Two arteries serve the inventory 
heart. One carries shoes ordered 
seasonally from manufacturers’ new 
style and basic offerings. The other 
artery, equally important, carries 
reorders from the shoe producers to 
the store heart. Without this second 
artery the store suffers inadequate 
flow of merchandise, inadequate 
stocks on hand, and undernourished 
prospects for sizeable profits. 

The business done out of size-ups 


may amount to as much as 50 per 
cent of the total volume over the 
year. A St. Louis retailer reported 
that, for one pattern last fall, over 
80 per cent of the volume on it was 
done on reorders. This 80 per cent 
is the exception, not the rule. But 
many “sleeper” patterns can provide 
25-40 per cent more business on 
them if you have them on hand to 
sell. 

If the stock of a shoe is limited to 
original buy, walks will follow. The 
retailer sells the strong sizes, plus a 
few odd or rim sizes, and the re- 
mainder plops itself invariably on 
the clearance table. If your custo- 
mers tell their friends — and they 
will—that “that store never has my 
size in the style I want” it may mean 


can revitalize your profit. 


atrophied from non-use. Your store 
reputation may deteriorate. . 

Conversely, if you overwork your 
reorder artery and fill in past the 
selling peak, calendar-wise and style- 
wise, your pairage to be marked 
down may be disastrous. 


The wonder drug 

Somewhere between the two ex- 
tremes is the reorder prescription 
that will keep your store heart 
healthy. And its wonder drug is size- 
ups. 

How can the average retailer use 
this wonder drug to keep his reorder 
artery functioning profitably? To 
get a plus on arterial profits you 
have to plan for it. The key to more 
dollars is a regular size-up system 





























and reorders in a successful store that your reorder artery has (CONTINUED ON PAGE 77) 
THE SIZE-UP STORY: 
Women’s Fall Shoes Retailing at $12.99 
Potential Sales 18 pairs per week 
1ST WEEK 2ND WEEK 3RD WEEK 4TH WEEK 5TH WEEK 6TH WEEK 
SEPT. 12-19 SEPT. 20-26 SEPT. 27-OCT. 2 OCT. 3-9 OCT. 10-16 OCT. 17-23 
PAIRS PAIRS PAIRS PAIRS PAIRS PAIRS 
on Hann | SALES | ow nano | SALES Jon Hann | SALES | on Hann | SALES | on Hann | SALES | on Hann | SALES 
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Retailer X 
seldom sized-up 72415410118] 56 }42 16 | 30 [42 135 [11 }37 135 | 31 Js} 41 [31 fae 415 [4a] 28} 25 |95 | a7 
or reordered 
Retailer Y n 
sized-up & 
reordered when “he | 72] S| 0] 18) $4) 42 | 6) oy az) 35] 1) a7) 90) 54) 0) 5) 54) a2) 6 | ory ae | a7 fr | 74 
got around to it” order 
Retailer Z 
sized-up regularly& | 72 | 54 | 0 | 18] 72] 54/0 | 36172 | 54 |0 | 54] 72 | 54] 0] 72] 72] 54] 0] 90] 72154 10 |108 
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Results: X sold 47 pairs for $611 with 25 pairs left for balance of fall season. 
Y sold 74 pairs for $962 with 37 pairs left for balance of fall season. 
Z sold 108 pairs for $1404 with 54 pairs left for balance of fall season. 
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How to stage a shoe store contest 


Staging a shoe store contest can make new friends 
for your store, step up traffic, give your entire opera- 
tion a lift. Here is how to do it. 


Retailer Smith put on a success- 
ful slogan contest recently. Entry 
blanks were required. He gave cus- 
tomers one entry blank for each 
pair of shoes they bought. 

During the month that the con- 
test was running, traffic in his fam- 
ily type shoe store increased 35 per 
cent. People seemed to be dashing 
in and out all of the time. Smith 
liked the bustle. It told people 
strolling along the sidewalk out- 
side that Smith’s store was a happy 
little beehive. Smith liked the extra 
business, too. Sales were $2500 
ahead of the $10,000 he normally 
does for the month, representing 
some 250 pairs of shoes sold di- 
rectly as the result of the contest. 

The winning slogan was a dandy 
—one that Smith can use in future 
advertising. He awarded a shoe 
wardrobe of four pairs of shoes for 
it. The second and third place win- 
ners turned in good slogans also, 
real food for future advertising 
thought in the local newspaper ads 
Smith runs weekly. These winners 
each received two pairs of shoes. 
The seven runners-up each won one 
pair as a consolation prize. 

Nine of the ten winners were 
women—homemakers—good new 
friends for Smith’s store. 


Did not cost much 


Smith’s slogan contest did not 
cost him much in all. The 15 pairs 
of shoes that were prizes qualified 
as income tax deductions, advertis- 
ing expense. He paid a few dollars 
to have 1500 entry blanks printed, 
window streamers lettered, and the 
856 completed entry blanks judged 
for two cents per entry by a couple 
of English teachers at the high 
school. The whole thing came to 
about $50, in return for which he 
won more than he paid out—new 
friends, new customers, and the 
profit on 250 extra sales. 

A Cinderella story? No. This can 
be factual. This can be you. Many 
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family type store owners would 
enjoy doing what Retailer Smith 
did, but they don’t know where to 
start. To help in the planning, this 
10-point schedule is offered: 


A 10-point plan 

1. Decide on the type of contest 
you will hold: slogan, 25 word 
statement, jingle last line, naming 
contest, sweepstakes. If a sweep- 
stakes or drawing, make sure that 
your state laws do not prohibit it. 
Nebraska and New Jersey do. 

2. Plan the timing. Make it a 
strategic month for your store in 
your locale. 

3. Plan the prizes you can afford 
to give. The more generous the 
prizes the better the response, up 
to a point. Cash is everybody’s first 
choice because every. Winner has a 
use for it. By the same token, shoes 
make useful and appreciated prizes. 

4, Arrange for the judging of 
entries. If a sweepstakes, get some 
disinterested person to consent to 
do the drawing, a local child hero, 
club president, mayor’s wife, or 
the like. If yours is a writing con- 
test requiring some skill, check with 
teachers, local college students ma- 
joring in advertising or retailing, 
non-local contesters’ club, free-lance 
writers’ group, or a small ad agency. 
Many large ad agencies charge eight 
cents per entry and up to serve as 
judge, and often refuse to take on 
small-volume judging assignments. 
Above all, let the judging be com- 
pletely honest and unbiased. 

5. Have entry blanks printed. 
Have a slotted-top receiving box set 
up in your store. 

6. Advertise the contest in store 
display, salesmen’s badges, store 
window, local advertising. 

7. Close contest on exact deadline 
stated on entry blank. Choosing the 
winner and taking her picture three 
days prior to the close of the con- 
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test will put your store immediately 
on the community blacklist with 
the housewives. Allowing late entries 
to be judged is almost as enemy- 
making. 

8. Allow judges reasonable time 
to choose the winners. 

9. Notify the winners. Have them 
come into the store to pick up the 
prizes. Take a group picture of win- 
ners if it promotes local good will. 
List their names and addresses in 
your ads. Send a write-up of the 
contest to your local papers. Include 
winners’ list, photo, number of en- 
tries received, any human interest 
sidelights connected with the contest. 

10. Sit back and tally your profits. 


The second most popular hobby 

Shoe store owners who have 
never staged a contest may not be 
aware of this fact: contesting ranks 
as the second most popular hobby 
in the United States today. (Phi- 
lately, stamp collecting, is first.) 
What does this mean? Only that 
there is a tremendously large group 
of hobbyists across the country 
ready, willing and able to buy any 
product in order to further their 
hobby. Most of the contesters are 
average housewives who enter con- 
tests because they enjoy it. Some- 
times they win, often they don’t. 
But they willingly spend to enter, 
be it catsup, aluminum foil, deter- 
gent or shoes. 

You as a retailer have your fine 
group of repeat customers. Give 
them entry blanks when they buy 
shoes and they will enter your 
contest. But in addition to your 
regulars, you will attract a hitherto 
unknown-to-you group of housewives 
who will buy and perhaps add them- 
selves to your list of repeat cus- 
tomers. They have children. They 
have families. They are rich sources 
of repeat business if you get them 
into the store—and they buy, like 
your brands, like your price range, 
and like your service. They have to 
shoe themselves and their kids 
somewhere. It might as well be in 
your store. Staging a contest will 
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start their habit pattern in your 
direction. It’s up to you, of course, 
to keep them coming in. 

Here are the questions shoe re- 
tailers ask most often about shoe 
store contests: 

WHAT TYPE OF CONTEST IS 
MOST SUCCESSFUL FOR A SHOE 
STORE? The best type is the one 
which does the most for your store. 
A slogan contest in 10 words or less 
may net you an excellent, useable 
slogan. (The diaper laundry’s ROCK 
A DRY BABY came from a contest. ) 
Slogan contests are easy and quick 
to judge, need only a small printed 
entry blank, need a minimum of 
complicated rules. 

The familiar “I like Smith’s Shoe 
Store because .. .” in 25 words 
or less will produce an extremely 
wide variety of answers, some in 
poem form. These statement con- 
tests need more lengthy rules, take 
longer to judge, net the store ad- 
vertising phrases perhaps useable. 


Naming contests 

Naming contests require that en- 
tries be arranged in alphabetical 
order before judging so that all 
or the many duplications, however 
worthy, can be eliminated. Often 
the best entries are thus thrown out 
of the competition. If you ask 
customers to name a shoe pattern, 
name ae shoe color (even red), name 
the store mascot, name the store 
polish rack, or name the salesman’s 
stool, you will perk customers’ in- 
terest and they will make additional 
trips to your store to check on 
the object to be named in the contest. 
Naming contests are fairly quick 
and easy to judge. 


Jingle contests 
Jingle contests, where the con- 
testant is asked to fill in the last 
line of a four or five line rhyme, 
are fun and people like to enter 
them. Last line contests are quick 
to judge, need only a medium sized 
entry blank, and may produce a 
sloganized ending which you can 
use in your store advertising. A 
typical rhyme might read: 
We buy our shoes from Smith’s 
Shoe Store 
Smith has all 
and play 
In fit and value we get more 


kinds for work 





Give a sample last line, as: 
“They’re GRAND for keeping budg- 
ets gay.” 

A sweepstakes has perhaps the 
least allure for netting your store 
anything tangible or useable. Be- 
sides, many sweepstakes violate lot- 
tery laws. People will enter, granted, 
but the contest will not tempt your 
customers’ imaginations, nor will it 
set them to thinking about your 
store, analyzing its good points, 
evaluating its advantages over and 
above those of the store across the 
street. 

HOW CAN I TIME MY CON- 
TEST TO GET MAXIMUM RE- 
SULTS? Timing is vastly impor- 
tant. The first two months of 1961 
would have been excellent, say Jan. 
15 to Feb. 15, and might have 
helped you better your totals in 
those wretched-weather months. Any 
traditionally slow month for you 
in your locale is a good choice for 
a contest month. The period after 
the peak of fall sales and before 
Thanksgiving is good. Many retail- 
ers need a sales stimulus from Oct. 
15 to Nov. 15. The month of July 
also might be a good choice, since 
it is usually characterized by slug- 
gish selling days. Avoid the month 
of December, pre-school, pre-Easter. 
You need no stimulus then. Time 
your contest to make extra pair 
sales, if possible. You will get the 
seasonal sales anyway. 


The entry blank 


WHAT SHOULD AN ENTRY 
BLANK LOOK LIKE? A _ well- 
designed entry blank need not be 
complicated, but must be complete 
and must answer any question the 
entrant might raise about the con- 
test, its timing, its prizes, its judg- 
ing. The blank should be small 
enough to fit neatly under your 
counter, but not too small to hold 
in a typewriter carriage. Sweep- 
stakes can go on a 3 x 5 sheet. A 
naming or slogan contest can use 
a 3 x 5 sheet, but 4 x 6 is better. 
Jingle last lines and statements 
require 4 x 6 inch stock or larger. 
Select a medium weight stock paper. 
Cards are too bulky and expensive, 
thin paper too flimsy to write on 
or erase. Nothing is worse than an 
entry blank too small to hold the 
required number of contest words. 

Ideally, the entry is filled in on 





one side of the blank, with the 
entrants’ name and address filled 
in on the other side of the blank. 
Then when entries are judged, en- 
trants’ names are hidden from the 
judges. This helps contribute to the 
honesty of the judging. An ideal 
entry blank for a slogan contest 
would look like this: ' 
WIN A SHOE WARDROBE 
ENTER SMITH’S SHOE STORE 
SLOGAN CONTEST TODAY 
IT’S EASY IT’S FUN 
Here is my suggestion for 
a slogan for Smith’s Shoe 
Store in 10 words or less: 








Hurry! Contest closes July 31, 1961. 
The reverse side of the blank 
might read: 

Here are the rules: Using 10 
words or less, write a slogan for 
Smith’s Shoe Store. Entries will 
be judged by an impartial panel 
on the basis of originality 50 
points, sincerity 25 points, apt- 
ness 25 points. No entries may 
be decorated. All slogans must 
be on official blank given with 
each purchase of a pair of shoes 
at Smith’s. You may enter as 
many times as you wish. Use a 
separate blank for each entry. 
Bring or mail your entries to 
Smith’s, 1200 Main St., Any- 
town, Missouri, to reach the 
store before close of business on 
July 31, 1961. First prize: a 
shoe wardrobe of 4 pairs of 
shoes. Second and third prizes: 
each 2 pairs of shoes. Fourth 
prize through tenth prize: each 
one pair of shoes. Judges de- 
cision is final. Entries become 
the property of Smith’s Shoe 
Store. None will be returned. 





Name 
Address 
Phone No. 

Proper wording of the entry blank 
answers entrants’ questions. Improp- 
er or imcomplete wording invites 
time-consuming phone calls to the 
store. 

WHAT PITFALLS CAN I AN- 
TICIPATE AND PERHAPS AVOID 
IN STAGING A CONTEST? First, 
do not hold contests for young chil- 
dren. The mothers will write the 
entries anyway. No judge can tell 
which are the bonafide work of 

(CONTINUED ON PAGE 78) 
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A warm, friendly color for the new 
. season ahead . . . a loden brown, glowing with 
the touch of the Mediterranean sun... 

: subtly complementing the distinguished 
styling and the flawless quality which 

always characterize Edwin Clapp. 

: | Brown olive soft 


EDWIN CLAPP & SON, INC., East Weymouth, Mass. 


Also manufacturers of famous WWW and (qr 
: Your Forlorn tn Leather!” 














6 BLOCKS FROM THE LOOP? 


NEW CHICAGO WAREHOUSE 
BRINGS FAST IN-STOCK SERVICE 
TO ENTIRE MIDWEST AREA ! 


We're proud to announce the opening of our new Branch Sales 
Office and Warehouse. The steadily-increasing demand in the 
Mid-West for “Dunham's” as a brand-name, as a dependable 
source of more than 900 footwear items, and as a supplier 
who works closely and well with retailers, has made this 
expansion necessary. We look forward with confidence to your 
enthusiastic acceptance of the dealer-oriented policies that 
have been responsible for our unexcelled reputation in the 
East since 1885. 


We hope you'll visit us at 710 West Jackson Blvd. whenever 
you're in Chicago (just as the welcome mat is always out 
in Brattleboro, Vermont). One of our fine staff of sales repre- 
sentatives will undoubtedly call on you soon . . . before he does, 
we'd like to send you our new catalog and other regular 
mailings. In them, you'll find lines of competitively-priced 
footwear that will interest you — from famous Dunham’s 
Tyroleans® to slippers, from camp moccasins to work shoes. 
Please ask us to put your name on our mailing list. 
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TEL. No. CEntrai 6-1713 





* 
FREE All-Day PARKING 


a 
ReggtiNE SAMPLE ROOM 








We've expanded into the Mid-West because 
we believe we offer the styles, service and 
terms you need. We hope you'll put us to 
the test soon. 























QUALITY 
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SINCE 1885 
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Personal selling 


SALES TRAINING SERIES 





is NOT on the way out..... 






































There are customers who don't mind picking shoes off racks or tables. 


With the advent of self-selection and self-service, the 
cry has been intensified that personal shoe selling is on 
the way out. Proponents of this thinking certainly 
know very little about the shoe industry and the chan- 
nels of distribution to the ultimate consumer. 

Of course there are numbers of shoe customers who 
are satisfied with selecting shoes without the aid of 
competent sales personnel. They don’t mind picking 
the shoes off racks or tables . . . trying them on in 
awkward positions ... and then winding up at a check- 
out counter. On the other hand, there are many more 
who look for the personal services of a competent shoe 
fitter and merchandise advisor. They do not wish to 
buy shoes as they would a can of beans. 

In spite of the fact that shoe stores and departments 
sell a great deal of branded merchandise, which is usu- 
ally standard and price fixed, customers still wish to 
rely on the well trained salesperson. They want him 


April 1, 196i 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


to be the judge of fit, proper last and patterns for each 
individual case. Thus, while brands of other types of 
merchandise can be sold with little or no effort, shoes 
still require personal service ... and the best at that. 
Because of the many individual problems that shoe 
customers experience while buying footwear, such 
shopping can become an awful chore if not handled by 
competent personnel. But proper selling techniques can 
change this to a delightful shopping experience. Happy 
customers will make their purchases faster and buy 
more. Modern shopping centers understand the value 
of pleased customers and go “all out” to keep them 

happy and coming back for more. 
Top management of shoe shops and departments 
evaluates the effects of pleasant service and knowledge- 
(CONTINUED ON PAGE 81) 


67 











This display features triangular shaped metal 
shoe displayers suspended by a thin wire 
from a ceiling motor which keeps the shoes 
revolving to show “elegance and beauty 
from every angle." The display was prepored 
by W. L. Stensgeerd and Associates, Inc., 
Chicago. 


by CHUCK HOSSACK 





ANIMATION: 


should you use it 
in shoe displays? : 





There’s a story in animation—one seldom told in shoe store display 
windows. 

Animation is life and motion—elements to entice lookers and help 
sales, if properly used. Why animate your displays? First, to attract the 
eye of passers-by. Second, to arouse human curiosity. Finally, to get more 
message in less space. 

Animation is more than a laughing Santa or a winking bunny. These 
are only part of it. And, animation costs from $5 to $1,500. It depends 
on your plans and your pocketbook. 


Animal animation draws crowds 


Animation is people—and animals, too. It’s goldfish in a bowl to 
promote washable footwear, puppies and Hush Puppies and fashion models 
in a window fashion show. This animation, especially the models, is 
expensive, but effective. 

Harold Jacoby, Arrow Display Associates, Philadelphia, attests to the 
effectiveness of human animation. His firm planned the windows in which 
Hanover Shoe Co. placed pretty Indian-costumed factory girls handsewing 
moccasins. Crowds gathered and shoes sold. This is functional animation. 
It draws the lookers, educates the public and sells a quality image as well 
as shoes. 


Motor animation is more common 


Motor animation is more common, less expensive and adaptable to 
endless uses. You can develop a variety of eye-arresting displays with a 
few basic inexpensive motors. Ceiling, wall and floor motors can be pur- 
chased for as little as $10. 

The sketches show how Arrow Display used motor animation in four 
displays for their shoe clients—Endicott Johnson, Father and Son, Hanover 
and Childs & Co. 

Nothing short of icicles and polar bears dramatize coolness as simply 
as a fan blowing colorful pinwheels. Both color and breezy coolness are 
promoted in this display. A wall motor can drive the largest pinwheel if 
the fan doesn’t do the job. 

The swinging pendulum of the old clock drew the attention of passers- 
by to the sales pitch for the shoes. It’s major function was as an eye- 
stopper. 

The revolving inverted pyramid drew the eye and focused it on the 
shoes spotlighted on the display table beneath it. The constantly turning 
pyramid also provided space for four sales messages. 

The mechanical] book told a 16-page story of calfskin from the calf to 
the finished shoe. It saved space, attracted viewers, held them and edu- 
cated them. It also sold shoes. 


Lights can do the job too 


Create motion without movement. Use lights. Flashing spotlights, timed 
color spots and flickering Christmas lights offer endless variety for dis- 
play. Christmas lights, behind translucent display pieces, can serve year- 
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round duty. Light displays can also 
serve as window nightlights and 
bring people to the windows late into 
the evening. 

Sound animates displays _ too. 
Recordings, touched off by a shopper 
pushing a button, breaking an elec- 
tric eye beam or stepping onto a 
pressure sensitive mat, make sales 
pitches, describe shoe constructions, 
provide fashion information or wel- 
come the passer-by to the window 
and the store. This is effective, but 
the message must be short .. . no 
longer than one minute. 


Products can move too 

One form of motor animation is 
better called product animation. 
Make the merchandise move. The 
most common way is on a turntable 
(turntable prices average from $10 
to $20), but a ceiling motor and sus- 
pended fixtures do the same job. By 
moving the product, you show it off 
from several angles, show special fea- 
tures, like the stretch of stretch- 
socks, or just put emphasis on a por- 
tion of a large display area. The 
motion alone helps pull people to the 
window. 


Make viewers act 

And then, there is viewer anima- 
tion. In this animation you make 
the viewer move or act. The best 
example is an Arrow display which 
features statuettes of big league 
baseball players and invites the 
viewer to identify them. 


Don’t over-animate 

Don’t over-animate. Too much 
motion in a single display area will 
only confuse the viewer and destroy 
the impact of the window. Use ani- 
mation sparingly, but dramatically. 

Avoid the spectacular if you are 
trying to move merchandise. 
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TRIANGLE 








69 
















NOW! Ty-appeal, Eye-appeal, Buy-appeal... 


SEBAGO’S 


popular TY-MOC™ style 
in SOFTEST GLOVE LEATHERS, 
NEWEST “SMOKY” TONES 







#1963 — SPICE 
2-eyelet OXFORD — foam 
back sock lining. 6 to 11, 
12 and 13. B, C, D. 


SOI eeeas an April breeze . . . these luxurious mellow- 
rich leathers in the most wanted fashion shades. 


#1953 — SPICE 
3-eyelet LO-BOY — foam 
back sock lining. Same 


SO; a seand superiatively comfortable . . . the extremely 
light and flexible leather innersole and foam 


sizes as £1963 sock lining. 
SOI I eeasoft, soft . . . the easy way they almost sell 
21943 — SAGE GREEN themselves! 


Same as £1953 


21933 — SMOKED ELK 
Same as 71953. 


4 IN-STOCK STYLES for MEN 
VALUE-PRICED at $6.25 


for a profitable mark-up 


Order from 
SEBAGO-MOC COMPANY Westbrook, Maine 


New York Office: 534 Marbridge Bldg. 
® in Canada — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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WHAT'S IN A SHOE AND HOW TO SELL IT 





synthetic shoe upper materials 


Synthetics are the offspring of modern chemistry 
and, in shoe uppers, have many highly salable fea- 
tures. They are, for example, scuff-resistant, clean- 
able, economical and long-wearing. 


In addition to leathers and fabrics, 
there is another important family 
of shoe upper materials. These have 
come to be known as “synthetics.” 

But synthetic, as applied to these 
materials, is a misnomer. Synthetic 
means something created chemically 
by a union of the compounds of some 
natural material it is intended to 
replace. Theoretically, we can have 
synthetic cotton or leather or wool 
by “synthetisizing” the fibers of 
these natural materials in a chemical 
laboratory. 

While many of the synthetic shoe 
upper materials simulate leathers in 
appearance, they are not truly “syn- 
thetic” in makeup. 

Also, the synthetics aren’t neces- 
sarily “plastics,” as some shoemen 
tend to call them. 

And definitely, the modern syn- 
thetics can no longer be regarded as 
“substitutes.” Increasingly, the syn- 
thetics have physical and esthetic 
properties which are distinctive and 
which permit these materials to 
stand on their own merits. 


Man-made products 


The prime common denominator of 
all synthetics is that they are “man- 
made” products—as differing from 
materials made from natural fibers. 
They are the offspring of modern 
chemistry. 

Synthetic shoe upper materials are 
used today in many millions of pairs 
of shoes. Their largest consumption 
is in women’s and teenage shoes; 
but increasingly large amounts are 
being used in children’s, infants’ and 
men’s shoes, and in slippers. 

The principal market has been in 
low-priced footwear. In fact, were 
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it not for these synthetic upper ma- 
terials, today’s low-priced footwear 
would have to move into higher 
brackets. 

Synthetic upper materials are 
found in a large range of footwear 
types. The materials can be used in 
an all-over manner as an upper, or in 
combination with leather or fabrics. 
They are frequently used as trim, 
ornamentation, piping and linings— 
in better grade as well as lower 
priced shoes. 

Many of the heel and platform 
covers on shoes with leather uppers 
are made of synthetic materials 
which perfectly match in color and 
surface texture the upper leather. 
Thus the “leather” shoe is some- 
times a combination of leather and 
synthetic materials—frequently im- 
possible to distinguish in difference. 


Upgrading 

Synthetic shoe upper materials 
continue to move into better-grade 
shoes as the result of a steady flow 
of new technical developments and 
improvements in these materials. 
And it’s expected that in the near 
future the entry of greatly upgraded 
synthetics (such as the much-awaited 
DuPont upper material) will result 
in large-scale use of these materials 
in high-grade, high-priced shoes. 

Just as in leathers and fabrics, 
there are various types of synthetics 
as applied to shoe upper materials. 
The three most common are coated 
materials, clear vinyl, and napped. 
There is a fourth family that takes 
in a growing number of synthetics 
which don’t belong in the first three 
classifications. 

Synthetic shoe upper materials be- 


by WILLIAM A. ROSSI 


long to one of two basic groups: sup- 
ported and unsupported. About 90- 
95 per cent of these synthetics are 
in the “supported” group. 

A supported synthetic material is 
simply one with a backing of some 
other material. These are commonly 
known as coated fabrics because the 
backing or “substrate” is usually of 
some cloth.. However, the backing 
may be of other materials, including 
leather. 


The purpose of backing 


The backing or substrate is used 
to give the synthetic strength, to 
control stretching, to permit rough- 
ing for sole-attaching, for cementing 
purposes, and as a bulking agent to 
give desired gauge or thickness. The 
backing can be applied to the syn- 
thetic material proper in various 
ways, such as coating, calendering, 
laminating, fusing, combining. 

Synthetic sueded or napped mate- 
rials are also usually in the “sup- 
ported” group. The napped effect on 
the surface can be obtained by buff- 
ing, flocking, embossing or chemical 
treatment (such as coating). 

Clear vinyl is an example of an 
“unsupported” synthetic upper ma- 
terial. That is, it can be made in any 
desired thickness and requires no 
backing. 

However, a growing number of 
the newer synthetic upper materials 
will fall into the “unsupported” 
group. Perhaps the most outstand- 
ing example in this group is the 
DuPont upper material, a material 
of remarkable physical and esthetic 
properties, expected to be introduced 
commercially in the near future. This 
is reported to be a totally man-made 
product, a polymeric material, un- 
related in fiber or content to any 
shoe upper material now in use. 

To make a modern synthetic shoe 
upper material is a complex chemical 
and mechanical process. But, as an 
over-simplified but suitable descrip- 
tion, it’s as follows: 


71 








A thermoplastic coating is applied 
to a backing or substrate material. 
The coating consists of a resinous 
film. The combination of coating and 
backing provides the “body” of the 
material. 

Now three other features must be 
incorporated; color, surface texture, 
and finish. The sequence of applica- 
tion of these depends upon use of 
any one of various techniques. 

An almost unlimited range of 
colors and combinations, along with 
a subtle use of hues (such as ombre 
effects) can be used in synthetics. 

Texturing (applying the desired 
surface characteristics) is achieved 
by any of various methods: emboss- 
ing or printing or topping, etc. By 
this procedure, for example, just 
about any surface texture of leather 
—such as alligator or lizard or os- 
trich—can be duplicated. 

But modern synthetic upper ma- 
terials have gone far beyond mere 
simulation or duplication of leathers. 
They have developed an almost un- 
limited range of new and imagina- 
tive surface patterns that are wholly 
original, and that have given new 
esthetic and styling dimensions. 

The actual “texturing” is done on 
the resinous coating or surface film. 
The substrate continues to serve 
simply as a backing, though it is 
now, by chemical bonding, an in- 
tegral part of the total material. 

Finally, there is the finishing 
process whereby the surface finish 
is applied. These finishes usually are 
the same end effect as used in 
leathers, such as aniline, matte, 
pearlized, luster, antiqued, etc. 


Physical properties 

The old-fashioned “plastic” as ap- 
plied to synthetic upper materials is 
as dead as the dinosaur. While some 
of this type material is still used 
(for example, in some Japanese or 
Hong Kong imports), it has become 
almost negligible as a domestic prod- 
uct, The modern synthetic upper ma- 
terials are an entirely new and im- 
mensely upgraded family. 

Most modern synthetic upper ma- 
terials are highly scuff-resistant. Be- 
cause they do not scratch or stain 
easily, and because they provide long 
wear value, they remain new-looking 
longer. This is achieved via the pro- 
tective strength of the resinous coat- 
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ing—or, in the case of unsupported 
synthetics, by the natural properties 
of the synthetic itself. 

Synthetics can be easily and 
quickly cleaned with soap and water 
or a detergent. 

The production of modern syn- 
thetics as upper materials involves 
more chemical and mechanical pro- 
cedures than required of any other 
shoe upper materials. In fact, a num- 
ber of the techniques used in produc- 
ing synthetics, are being used in the 
production of leather. We see, for 
example, today’s patent leather uti- 
lizing a urethene (synthetic) treat- 
ment which has almost eliminated 
cracking of the patent. We are see- 
ing leather and synthetics being com- 
bined as a unit material. For exam- 
ple, a synthetic surface material 
backed by split leather, and lami- 
nated as a unit; or “nylon leather”— 
a split leather backing or substrate 
with a nylon surface. These combi- 
nations of leather and synthetics 
have incorporated the interesting 
features of both materials to create 
new materials with unique appeals 
and fresh functional and styling di- 
mensions. Many shoemen see this as 
an important “trend,” much in the 
same way that Orlon and Dacron 
have been combined with wool in 
men’s suits to give new functional 
and styling features to the material. 


Porosity 


It is frequently pointed out that 
many or most synthetic shoe upper 
materials lack porosity or breath- 
ability.” There has been much mis- 
understanding on this. First, the 
porosity depends upon the type of 
synthetic material. Actually, there 
are some synthetic upper materials 
that are more porous than some 
leathers (some very dense - fibered 
leathers, for example). Further, al- 
most any synthetic material can be 
made “porous” by puncturing it, via 
a mechanical process, with many 
tiny, invisible holes or pores which 
permit ventilation. Lastly, when the 
shoe has natural ventilation, such as 
a women’s cutout pattern, porosity is 
no longer an important point. 

However, porosity isn’t the signifi- 
cant feature at all. Rather, it is the 
natural “wicker” action of leather 
that has been difficult for most syn- 
thetics to match. This wicker effect 
permits leather to absorb and evapo- 
rate moisture from the foot, thus 
keeping the foot dry inside the shoe. 





The newer synthetics under devel- 
opment, however, have now sur- 
mounted this problem, and will pro- 
vide the required porosity and wicker 
effect for maximum foot comfort. 

The future of modern synthetic 
upper materials appears quite prom- 
ising, due chiefly to the greatly 
stepped-up pace of technical develop- 
ments which are giving these mate- 
rials new properties and features 
and interesting appeal in shoes, and 
at the same time are eliminating 
some of the handicaps of the earlier 
synthetics. 


Merchandising features 

No retailer ever sells a “synthetic” 
shoe as such. Nor should he. He 
sells the features of a material, and 
not the material itself. And in the 
case of synthetic shoe upper mate- 
rials—just as in the case of leathers 
or fabrics—there are unique features 
which are of interest to the con- 
sumer as benefits which add to the 
salable appeal of the shoe. 

Certainly the retailer or salesman 
should not tell the customer, whether 
asked or not, that a synthetic-upper 
shoe is a leather shoe. There is noth- 
ing whatever to “apologize” about, 
or to conceal, because the shoe has 
a synthetic upper. Quite to the 
contrary, the synthetic - upper shoe 
should be approached as a fresh 
group of assets to sell. And here is a 
list of such salable features: 

1) Scuff-resistance: This is more 
important than generally realized, if 
properly presented. It means a shoe 
that will not scratch or otherwise 
mar easily. This gives the shoe 
longer wear life. 

2) Stain-resistance: The resinous 
surface on many synthetic uppers 
adds to stain-resistance. This allows 
the shoe to stay fresh in appearance, 
hold its new look longer. 

3) Cleanability: Most synthetics 
are easily and quickly cleanable with 
soap and water or detergent. This is 
a strong point of sales appeal. 

4) Shape-retention: Synthetic- 
upper shoes hold their shape well 
with wear because of the controlled 
uniformity of the material. Again 
the point—these shoes stay new- 
looking longer. 

5) Economy and styling: Synthet- 
ics permit shoes to incorporate smart 
styling with economy price. 

6) Wear: Synthetics give remark- 
able wear value because of the struc- 
tural nature of the material. 
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Profile: Bertram Mudick 


(CONTINUED FROM PAGE 33) 


the way we sell fashion is through 
the sales clerk. Ads, windows and 
everything we do mean nothing if 
our salespeople don’t know what we 
are trying to project. We hold meet- 
ings, sometimes several in a week, 
and tell our people what is coming in. 
Why we bought them. If the clerks 
are well-informed and understand 
the why and wherefore of the many 
shapes, the different heels, the colors, 
there is no such thing as the wrong 
shoes in your stock.” 


Bertram goes abroad once a year, 
not to look for anything but to find 
something. He goes to get confirma- 
tion of what he believes in... that 
since the pointed toe, everything 
that is fresh in shape and design has 
come from the United States. “I 
think the greatest shoe design in the 
world is from America,” he says, 
“and often, buyers who go to Europe 
see confirmation of this and, when 
they come back, they have the cour- 
age to buy American design. 

“Everyone should be exposed to 
people outside of their small world 
of job, family, community. Lord & 








Taylor taught me this. They told me 
to go out and be exposed to culture 
in the Old World. It took me two 
years to understand this. I lose pa- 
tience with people who go to Europe 
and see nothing new. There’s in- 
spiration everywhere ... in a wo- 
man’s hat, the way a flower blooms, 
in a Greek column.” 

The influence is pervasive. Some- 
one looked at that Greek column and 
decided perhaps that there should be 
a change from the geometric to the 
round. Structurally that perhaps 
heels should be pushed back further, 
into a straight unbroken line. 

Bertram, a native New Yorker, 
lives in Brooklyn, with Mrs. Mudick, 
their 814 year old son and 5 year old 
daughter. For a busy executive he 
still manages to participate in com- 
munity and charity activities. He’s 
an avid reader and dabbles in water 
color and charcoal painting. 


Sell boating shoes 
(CONTINUED FROM PAGE 53) 


boaters use a variety of sneaker- 
type footgear, including tennis 
sneakers, regular sneakers or per- 
haps rubber-bottom, canvas upper 





Easy on—easy off 


all men’s shoe sizes 614 
through 13. That means 
you fit more shoes better— 
with % the inventory. 
There’s a Tingley 
Distributor near you. 


—4 sizes give a snug, trim fit to 


shoes. None of these is safe, efficient 
or proper for use in boating but, for 
some reason, most boaters are either 
unaware of this fact or do not con- 
sider it important. 

The problem, says Randolph Manu- 
facturing, is simply one of education 
and promotion. But a good part of 
the education must start with the 
shoe retailer himself, who has shown 
small inclination to promote and sell 
boating shoes. Before the consumer 
can be sold on using proper boating 
footwear, the retailer himself must 
be sold. 

Curiously enough, other industries 
mave experienced little trouble in 
convincing either dealers or con- 
sumers of the need for a wide va- 
riety of products, many of which 
have less actual application to boats 
than boating shoes. Among these are 
camping supplies, furnishings, floor 
coverings, plastic dishes and utensils 
and camera equipment. Even non- 
breakable, non-skid cocktail glasses 
are enjoying a boom. Makers of skin- 
diving equipment, portable electric 
tools, thermos jugs and water skis 
are also sharing in the water-happy 
market. 

(CONTINUED ON NEXT PAGE) 





A NEW MATERIAL 


A NEW COLOR 


PURE GUM —- ALL RUBBER 
CLOGS and SANDALS 


Tingley clogs and sandals outsell all others year 
after year. Now they are offered in a new far tougher 
pure gum rubber — in a new color which looks 


equally well over black or brown shoes. 





THE ONLY PURE GUM CLOGS AND SANDALS MADE IN THE U.S.A. 
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See the lines 
with the selling difference 
your customers can feel 


paradise 


SHOE MARKET OF AMERICA — April 9-12 
Rooms 312-14-16-18 


STATLER-HILTON HOTEL ° ST. LOUIS 


Brauer Bros. Shoe Co. St. Louis 8, Missouri 











we searched everywhere one 

















Shoe Market of America also at your 
St. Louis, April 9-12 regional shows 


CARMO SHOE MFG. CO. e UNION, MO. 
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One reason for the reluctance of 
the average shoe store to take boat- 
ing footwear more seriously is the 
amazing growth of the 4000 marinas 
now in operation. In addition to 
providing dock space for pleasure 
boats along with maintenance and 
storage, most marinas have become 
active marketers of almost every- 
thing that can be used on a boat. In 
1960, at least 50 per cent of all boat- 


| ing shoes sold moved through 


marinas and yachting clubs. Another 
| 30 per cent was sold in sporting 
| goods stores. Barely 20 per cent 








| moved through shoe stores or shoe 


departments. 


Marinas carry inadequate stocks 


But proximity to their market or 
association with it shouldn’t assure 


| marinas or sporting goods stores 


such a major share of boating shoe 
sales. In fact, their position is ex- 
tremely susceptible. Most marinas 
and sport stores carry inadequate 
stocks of real boating shoes. Few are 
equipped to fit shoes properly. Just 
as few promote them properly. Their 
sales are made primarily because 
they just happen to be nearby when 
the customer is thinking in terms 
of boating equipment. 

As a shoe retailer, you have an 
even better opportunity to sell boat- 
ing shoes than these “fringe” jacks- 
of-all trades. First, your customers 
associate you with shoes only. They 
also associate you with fit, service 
and quality. The only reason they 
haven’t been buying boating shoes 
from you—and in far greater vol- 
ume than from other sources—is that 
you just haven’t bothered to sell 
them. 


Naturally, the answer isn’t quite 
as simple as that. Selling shoes of 
any kind means stocking them in 
adequate depth and promoting them 
through every media. But how many 
shoe stores in your experience have 
ever gone this far with boating 
shoes? Some carry a small selection 
and a smaller size run. They rarely 
give even a portion of a window to 
a display of boating shoes. And they 
make no attempt whatsoever to 
acquaint their customers with the 
desirability of owning a pair or two. 


Eight things to do 
Here are eight things you can do 
to establish yourself quickly and 
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effectively in a market that offers 
you plenty of extra pairage busi- 
ness: 

1. Contact your boating shoe man- 
ufacturer or supplier and work with 
him in setting up a merchandising 
plan. 

2. Once you have put in an ade- 
quate initial stock, give it display 
space in your windows and inside 
the store. Don’t neglect point of sale 
and poster materials. 

3. Make boating shoes part of 
your advertising program. Run 
newspaper ads on them regularly 
during the spring and summer. I[f 
you have a mailing list, send out 
direct mail promotions at least twice 
during the season. 

4. Concentrate on making your 
customers—in fact, your entire sales 
area—aware of the importance of 
correct fit and good quality in boat- 
ing shoes. As part of your educa- 
tional program, key your advertising 
and word-of-mouth promotion to the 
idea that real boating shoes are a 
shoe store item. 

5. Make your clerks aware of the 
sales points of boating shoes. Boat- 
ing shoes are not sneakers. They 
are made especially for use on boats. 
Their special soles, which are not 
found on tennis or other sneakers, 
have a distinctive gripping action 
that is vital to boating safety. 

6. Boating shoes are _ fashion. 
This is something that marinas or 
sport stores cannot promote in terms 
of boating footwear. Manufacturers 
today offer a wide variety of styles 
that compare favorably to those 
found in regular casual footwear. 
With boaters becoming more con- 
scious of boating apparel, the color 
and style of the boating shoes they 
wear can become an important part 
of their wardrobe. 

7. Tie-in with Safe Boating Week 
and local boating events. Splash your 
windows and ads with tie-in mate- 
rial during these periods. If pos- 
sible, work with a local apparel mer- 
chant who can supply you with sport 
and “nautical” clothing to dress up 
a window and inside display counter. 

8. Remember that women are just 
as enthusiastic boaters as men today 
—and far more receptive to fashion- 
correct boating wear. If you run a 
family store, promote boating shoes 
to your women customers first. Once 
you’ve sold them, they’ll bring the 
men around. 
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The St. Louis shoe market 


(CONTINUED FROM PAGE 59) 


Corp., Jefferson City, founded as the 
A. Priesmeyer Shoe Co. back in 1874. 

Oldest shoe trademark, and per- 
haps oldest in the world, is Brown 
Shoe Co.’s Buster Brown, bought 
from its comic strip artist in 1904. 
Buster Brown was to funny-paper 
readers then what Dennis the 
Menace is to readers today. 

Some 4000 persons are expected to 
converge on the St. Louis market 
April 9-12 for the fifteenth annual 
fall showing, open for the past two 


years to producers from outside the 
St. Louis area. General chairman 
of the 1961 SMA is William S. Kap- 
lan, vice president of Carmo Shoe 
Manufacturing Co. 

The usual welcome mat will be out. 
A Mall will connect show hotels 
Sheraton-Jefferson and Statler-Hil- 
ton via the Merchandise Mart Build- 
ing. Coffee service to buyers in 
show rooms, fashion presentations, 
and day-long introduction of fall ’61 
shoe styles will be a part of SMA. 

An antique double-deck bus will 
transport shoemen between display 
locations as they inspect and study 
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SHOE MARKET OF AMERICA 
SHERATON-JEFFERSON—Dining Rooms 8 and 9 
Second Floor—Also at Regional Shows 
In Attendance 
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2511 SULLIVAN AVE. 


High fashion shoes of distinction by 


WOLFF SHOE MFG. COMPANY 


° ST. LOUIS, MO. 
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the more than 300 shoe lines and 
8000 patterns the show will offer. 
Comedian Alan King heads the cast 
for the entertainment at the SMA 
banquet at Hotel Chase’s Khorassan 
Room on Monday, April 10. 


Answers to test 
your shoemanship 


(CONTINUED FROM PAGE 59) 


1, 2. Brauer Bros. Shoe Co. 


3-33 incl. Brown Shoe Co. and sub- 
sidiaries. 
34, 35. Carmo Shoe Mfg. Co. 


36, 37. Deb Shoe Co. 

38, 39. Deevers Shoe Co. 

40. Di Porto Shoe Co. 

41, 42. Hamilton Shoe Co. 

43. Heydays Shoes Inc. 

44-74, incl. International Shoe Co. 
and subsidiaries. 

75-78, incl. Johansen Bros. Shoe Co. 

79-83, incl. Johnson-Stephens & 
Shinkle Shoe Co. 

84-86, incl. Juvenile Shoe Corp. of 
America. 

87, 88. Kalmon Shoe Mfg. Co. 

89, 90. Midwest Footwear, Inc. 

91. Moran Shoe Co. 
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just a 
sneak 
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rocketing line. 


OTHER SHOWINGS: 





peek at 
eprecons 1 


99 399-4 


afte RETAIL 


Wait "til you see the complete 
new high style, low heel, sales- 







FALL SHOWINGS 
ST. LOUIS SHOE SHOW 


APRIL 9-12 © STATLER-HILTON HOTEL ¢ ROOM 322 


SEATTLE APRIL 15-18 NEW WASHINGTON HOTEL 
ST. PAUL APRIL 22-25 ST. PAUL HOTEL 

LOS ANGELES APRIL 23-26 ALEXANDRIA HOTEL 
ATLANTA APRIL 30-MAY 3. HENRY GRADY HOTEL 
DALLAS MAY 6-10 ADOLPHUS HOTEL 







































































OMEGA SHOE COMPANY 


Executive offices: 8129 Delmar Bivd., St. Louis 30, Mo. « Factory: Pacific, Missouri 
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92, 93. Samuels Shoe Co. 

94, Stepmaster Shoes, Inc. 

95-97, incl. Tober-Saiffer Shoe Man- 
ufacturing Co. 

98. Town & Country Shoes, Inc. 

99. Trimfoot Co. 

100. Tweedie Footwear Corp. 

101-103, incl. Vaisey-Bristol Shoe 
Corp. 

104, Valley Shoe Corp. 

105, 106. Weber Shoe Co. 

107, 108. Wolff Shoe Mfg. Co. 


How St. Louis shoemen 


see fall business 
(CONTINUED FROM PAGE 56) 


ness should consider increases, but 
one of the most important is dealers’ 
inventories. For the past year, there 
has been a gradual dissipation of 
shoe stocks, which have only been 
replenished in part. If buyers are 
confronted with styled, saleable mer- 
chandise, the “open to buy’ is pres- 
ent. Style, color and materials will 
account for additional sales_ in- 
creases because of the desires of the 
consumer to get away from the 
“basic” and “try the new.” 

The various toe shapes must be 
seriously considered for increased 
volume, as the “round” and “taper” 
toes are giving way to the more 
“pointed” and “squared.” This cre- 
ates wants and desires for the 
“new.” 

Naturally, we must consider the 
national economy, which should be 
more normal because of the affect of 
governmental reforms and acts to 
create employment. We feel this 
should show itself by mid-year. 

JACK INTRATER, SALES MGR. 
ROCKINGHAM SHOE CO. 





GENE FRENZEL HAROLD F. DEEVERS 


We look with optimism to fall 1961 
because the first quarter of 1961 will 
have sharpened up the various seg- 
ments of the industry, so as to prod 
all of us to strive to think, plan and 
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act on a more solid basis; thereby 
producing a more satisfactory re- 
turn for our efforts. 

We expect today’s unbalanced eco- 
nomic picture to result in our key 
people becoming more creative and 
productive because of the concrete 
planning that has been done in the 
areas of styling, production and dis- 
tribution of our product. 

Action based on careful thinking 
will preclude the possibility of com- 
placency. 

GENE FRENZEL 
VICE PRES., GEN. MGR. 
TOBIN HAMILTON CO., INC. 

As an independent shoe manufac- 
turer selling to department stores 
and family shoe stores, we do not 
foresee any major problems in hav- 
ing a busy factory for the coming 
fall season. 

Our views are reinforced by the 
substantial number of retailers who 
assert that they have an optimistic 
view and that shoes with a new 
look in styles, from adaptable mate- 
rials, manufactured with high stand- 
ards of quality, will lead them to 
more retail sales, with enhanced 
good will. 


Another encouraging fact—most 
of our outlets claim not to possess 
a high inventory of our type shoes. 
They therefore, feel free to consider 
purchases beyond past levels. 

In the light of our circumstances, 
with such encouraging views from 
our valued customers, we approach 
the fall season with optimism. 

HAROLD F, DEEVERS, SALES MGR. 
DEEVERS SHOE CO. 


Wonder drug: size-ups 
(CONTINUED FROM PAGE 62) 


efficient for your operation. The sys- 
tem you use may not apply to the 
store across the street. But have you 
reviewed your size-up and reorder 
system lately? Is it working for you 
—or are you working for it? 
Size-ups must be on a regular 
systematic basis. One major producer 
plugs the “size-up before you lock 
up” system. Another says “weekly 
sizing will double your turnover.” A 
third says “size-up every shoe every 
other week.” All say this: 
—make your size-up plan systematic 
and thorough, not catch-as-catch-can. 
—let one person, or two people work- 
ing as a team, do the job and report 


to the management. Never use first 
one salesman, then another, because 
the continuity of findings loses its 
carry-over value. 

—keep stock records showing how 
each pattern performed. 

—include a box on each pattern’s 
performance sheet showing the 
average number of days needed to 
get delivery on reorders from the 
maker. If your store is located close 
to the warehouse, delivery can be 
fast. Shoes that have to come from 
a long distance may lose part or all 
of their reorder importance if they 
reach your shelves past peak polling 
periods. 

—clip a special tag on performance 
sheets for make-up pairs. Delivery 
may be slow. Reorders may not be 
available after a stated date. If the 
pattern shows early that it will sell 
well, reorder early or not at all. 


A weekly size-up system 
For a family shoe store with an 
established image for handling 
basics, a weekly size-up and reorder 
system might run like this: 
MONDAY: Children’s shoes. Size- 
up all basics and order fill-ins. The 





SAVE $ in sales person's time with SEMCO Sales Fixtures! 





Each rack displays for self- 
selection 132 women's or chil- 
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dren's shoes (66 each side) 

or 108 men's shoes (54 each 

Bt side) in only I, x 3 ft. of 

a ae Ee floor space—height over all 60 
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ss Ideal for displaying slippers 

CINE es ran throughout year, also for shoes 

while trimming show windows. 

Sass nee Price $35.50. F.O.B. Hermann, 
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Frame of 1% inch tubular steel y 
finished 
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metal, catio~ een finish. fall into place automatically=—then 
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PRESELECTOR 


This “tag type" 
Preselector display 
sells more shoes 
to more people 
faster. Reduces 
selling cost by 
cutting sales per- 
son's time spent 
with each cus- 
tomer. 


Tags are placed 
on the hooks with 
price and style 
number for pres- 
entation to the 
sales person. 


The SEMCO Pre- 
selector is design- 
ed to focus atten- 
tion on the shoes. 
It is fluorescently | 
lighted, rich in ap- 
pearance. 


Constructed of 
¥," square tubing, 
electrically weld- 
ed. Shelves are 9" 
deep for women's shoes, and ||" deep for men's shoes. Overall di- 
mensions are 48" wide by 54" high. Finished in architectuarl bronze 
and the shelves in soft grey. Price (complete) $135.00. Without tag 
holders—$129.50. F.O.B. Hermann, Mo. 





HERMANN, MISSOURI 
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risk on this is virtually nil because 
of the type of footwear. Monday 
is a good day because it follows 
traditionally high-volume Friday and 
Saturday. Check sales slips from end 
of week and list active non-basics. 
Size these up and order fill-ins if 
sales activity indicates a_ trend. 
Don’t forget that each pair of non- 
basics you sold last week end may 
sell 10 just like it mext week end. 
Shoes are silent salesmen. 


TUESDAY: Women’s shoes. Size- 
up. Evaluate your inventory in terms 
of where you are in the season, what 
new orders are due to be shipped in, 
what heel heights, colors and ma- 
terials your women customers are 
buying and liking. Don’t be leery of 
filling in on teen basics, on teen nov- 
elty shoes that your sales checks show 
are gaining in momentum. Check all 
teen shoes and spot those show- 
ing an unusual or unexpected activ- 
ity—a run may be beginning and if 
you're not stocked the teens will buy 
across the street. Run a special 
check on patterns which advance 
news in your local paper indicates 
might be in demand, i.e. prom shoes, 
travel shoes for the 200 high school 
seniors scheduled to bus it to New 
York to visit the U. N. 


WEDNESDAY: Men’s shoes. Size- 
up. Fill in on good selling patterns 
which are season-spanners. Run a 
special check on occasion shoes for 
the month ahead. Is the fishing sea- 
son opening? Are your sport pairs 
adequate or better? Do you have 
insulated boots for the deer season 
opening? Golf shoes? The day be- 
fore each season opens is a poor time 
to size-up and reorder on special oc- 
casion sport footwear for men. Size- 
up early, reorder if necessary, and 
be prepared to advertise, window 
display, and promote these occasion 
shoes just as the season starts. 


Other size-up systems 

For a one-category store or de- 
partment, such as women’s, size-ups 
are most often taken by line, with 
each line reviewed a minimum of 
once every other week. Some suc- 
cessful women’s dealers size-up by 
type, that is, heels, casuals, arch 
shoes, formal pairs, playshoes. What- 
ever the system set, make it a sys- 
tem, not an afterthought. Special 
checks taken regularly can show the 
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retailer what prices are selling; he 
may find that women are trading 
down and govern his next large sea- 
sonal buy accordingly; his size-up 
checks can tell him colors that are 
selling, the unexpected popularity of 
a certain leather or material; the 
heel height preference of his cus- 
tomers currently. 


Sizing-up and reordering cannot 
be a “sometime thing.” For maxi- 
mum profits they must be done reg- 
ularly and in rotation. For a shoe 
store normally carrying 600 patterns, 
a minimum of 60-80 must be sized- 
up every week or oftener, all 600 
every other week. Intelligent think- 
ing and extra alertness is required 
at certain times of the year. In 
peak seasons such as pre-Easter and 
pre-school, 75 per cent of juvenile 
patterns and 25-40 per cent of 
women’s pumps can profitably be 
sized-up daily. Remember this. Any 
store makes its money on the shoes 
it reorders. The reorder artery 
keeps the inventory heart pumping 
for profit. 


How to stage a 


shoe store contest 
(CONTINUED FROM PAGE 63) 


youngsters and which are products 
of the mothers’ pen. Honest judging 
is almost impossible. If two chil- 
dren’s entries come in, one reading: 
“T like Smith’s Shoes because they 
walk so good!” and another reading 
“T like Smith’s Shoes because their 
outstanding value and excellent fit- 
ting qualities make them my peren- 
nial favorites!”, it is more than likely 
that a mother wrote the first and 
sent it in under the name of her 
77-year-old. A precocious child of 
9 probably wrote the second—but 
the judges cannot find this out. 
Avoid contests for children. Who 
buys the children’s shoes, who pays 
the bill, who selects the store where 
the shoe shopping is done? The 
mother. Aim your contest for her. 
Avoid coloring contests like the 


plague. Judging is nothing but 
a headache. 
Don't do the judging yourself 


Second, do not attempt to judge 
your store’s contest yourself. It’s 
not truly honest since you know 
many of the customers by name. 
Your conscience will be clear about 


the whole thing if an impartial 
panel, two or three outsiders, does 
it. 

Third, make your prize shoes 
proud shoes. Don’t use the contest 
prizes as a chance to palm off last 
year’s odds and ends. Give shoes 
that will sell more pairs just like 
them. That homemaker, Jane, who 
wins the first prize will wear her 
shoes to the PTA meeting and a 
friend will say, “Hi, Jane, new 
shoes? My, but they’re pretty!” 
To which Jane will answer, “I just 
love them. This is one of the four 
pairs I won at Smith’s Shoe Store 
down on Main. They had a contest 
for writing a slogan. Remember? 
One of the other pairs they gave 
me is bright red pumps with that 
new stacked heel. Wait till you 
see them—they’re darling!” Word 
of mouth advertising can work for 
you as a retailer if you let your 
prize shoes be shoes you are proud 
to have Jane say came from your 
store. 


Order enough entry blanks 


Fourth, order a sufficient number 
of entry blanks printed so that you 
will not run out. The impact of 
the contest will lose face if you 
short yourself. Keep blanks down un- 
der the counter where people cannot 
help themselves. Give just one blank 
with each purchase, not a handful Do 
not show partiality to good custom- 
ers. Potential customers will hear 
of it and be miffed. 

Fifth, be prepared for perhaps 
a small number of complaints after 
the winners are announced. Some- 
one will certainly come in and say, 
“Mrs. Jones over on Broadway won 
one of the last prizes and I sent 
in almost the same thing as she 
did.” Be prepared to point to the 
printed rules—Judges decision is 
final. If space is available, store all 
entries for a few months to avoid 
the rare but not - unheard - of legal 
entanglement which won’t — but 
might—ensue. You may need the 
entries to back up your income tax 
deduction for advertising expense 
also. 

Lastly, let your salespeople sit 
in on the planning of your store 
contest. They may come up with 
good suggestions about rules, type 
of contest, timing, prizes or adver- 

(CONTINUED ON PAGE 81) 
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High Fashion 
Caracul and Velveteen 
to Step-up 
Your 


Sales 












These waterproofed 
velveteen boots are going to 
please a lot of women with 
their surprisingly low cost. Luxurious 
caracul trim makes them look like twice their 
price and their smart slim-look styling is 
the perfect answer to requests for “dressy” boots. 


For complete information on the Tyer Kashmir (left), 
the Tyer Tiara and all the other new 
Tyer protective styles, send coupon below 
for our 1961 catalog. 


TYER 


Tyer Rubber Corporation, Andover, Massachusetts 
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TYER RUBBER CORPORATION, Andover, Massachusetts 


Please send me a copy of your new 1961 Catalog on Tyer Waterproof Footwear. 
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The case of the silent salesman: 






© Operates best in shoe stores! 
® Works alone in very small areas...needs no help! 
e Usually can be found on counters next to cash registers! 





Description: 875 FooTSOCK—Stretch nylon, run resist- 

ant, seamless, foam rubber non-slip heel, fits sizes 8% to ll. 
B70 FOOTSOCK—Same as B75, without heel pad. 

Both B75 and B70, neutral shade, shipped with 3-doz. "“purse-size" 

tubes in self-service display. $5.75 per doz. 49¢ retail. 


For Reward: Write for free style booklet to: 


Empire State Bldg., New York l, N.Y. 
1047 S. Grand Ave., Los Angeles 15, Calif. 
* 











80 Boot and Shoe Recorder 




















How to stage a 


shoe store contest 
(CONTINUED FROM PAGE 78) 


tising. Many heads are better than 
one. Encourage all store personnel 
to talk up the contest and the prizes. 
The farther and deeper the word 
travels the better the response in 
number of entries — which means 
number of pairs sold. Plan contest 
details to mean least confusion for 
you. 

Put the slotted top box for de- 
positing entries at the back of the 
store where people will have to pass 
by display racks or tables to reach 
the box. Location of box can spur 
impulse buying, especially by the 
housewife who thought of three good 
slogans and only had two blanks. 


Personal selling is 


not on the way out 
(CONTINUED FROM PAGE 67) 


able assistance. It investigates the 
potential results of what can be ac- 
complished with the correct type of 
personal selling....... of pleasing 
the customer of making her 
shoe shopping pleasant. It is not ex- 
pected that the shoe retailer amuse 
the customer but it is expected that 
he make every effort to cater to her 
needs, understand her problems, and 
fit her to the shoes that will please 
her and make her comfortable. 


Erroneous thinking 


Erroneous thinking is indulged in 
by a great many people who feel 
that footwear well advertised in con- 
sumer magazines is sufficient in it- 
self to do a “bang up” job in selling 
a line. Nothing can be farther from 
reality. The man at the fitting stool 
is the key to the situation..... and 
usually the most neglected and most 
misunderstood. This is the man who 
can either make the customer drool 
over the shoes or reject them with 
disdain. The photograph in the fash- 
ion magazine can be beautiful and 
inviting . . . but the attitude and 
presentation of the salesman can 
make the shoes unattractive. The 
picture in the magazine can make 
the shoes look as if they would be 
heaven to wear... . but if the 
salesman does not know how to fit 
them they can create an unfavorable 
image for the whole line. 

Manufacturers might take inven- 
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tory of the useful aids they distribute 
to the retailer and try to estimate 
the amount of help they offer to the 
man at the fitting stool, so that he 
can do a better job, increase his 
sales and please more customers. 
Are they reaching the salesman di- 
rectly or are they using trade pub- 
lications to develop the sales person- 
nel’s ability? If any such job is being 


done, is it satisfactory? .... how . 


can it be improved? 


Not the last word 
Pre-sold merchandise is not the 


last word for success in the shoe in- 
dustry. Better selling at the point 
of sale must be encouraged. Con- 
sumers will not “knock down the 
doors” of shoe departments or stores 
because they saw a lovely photograph 
in a fashion magazine. Besides, if 
any shoe is as attractive as that, the 
whole industry will be making it 
within a very short time. 
Examination of shoe advertise- 
ments in consumer magazines and 
newspapers shows that most featured 
shoes are pumps, regardless of price 
(CONTINUED ON PAGE 122) 
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IN STOCK 


No. 495 Dusty Buck 
Long inside counter 
Ortho Heel 


Correct fitting with properly designed shoes 
can help develop straight and sturdy legs. Alden- 
Pedic shoes are scientifically designed to accommo- 
date any prescribed corrections. For normal or 
problem feet Alden-Pedic boy's shoes are America's 
finest. Learn about our Foot-Balance® program today. 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Ceaslom Boolmakers Sence 1884 
BROCKTON. MASSACHUSETTS 
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How to write collection letters 

The National Assn. of Credit Man- 
agement has sponsored a book on 
credit and collection letters. It gives 
the principles of writing collection 
letters based on tested letters, with 
examples of good and bad letters, 
samples of reminder notices, follow- 
up letters, etc., applicable to retail 
credit. Credit and Collection Letters : 
New Techniques to Make Them 
Work! Channel Press, Great Neck, 
N. Y. Price $5.95. 


Aid for work shoe dealers 


Dealers handling the Thorogood 
line of Weinbrenner work shoes are 
being supplied with a slide rule 
that helps in picking the right 
shoe for any particular job. The 
rule recommends the shoe best 
suited for a variety of occupations 
such as roofers, carpenters, linemen, 
farmers, mailmen, railroad men and 
miners. It is a simple device that 
does away with the need to refer 
to catalogues. Dealers not handling 
the Thorogood line may also receive 
the rule. Write Advertising Dept., 
Weinbrenner, Milwaukee 1, Wis. 
Free 


Postal manual 


The Post Office Dept. has made 
available for public use chapters 1 
and 2 of the Postal Manual. Chapter 
1 deals with domestic postal services 
and chapter 2 with international 
mail. They explain the services 
available, and give rates and fees. 
In order that the pamphlet may be 
kept up to date with current in- 
formation and changes, a looseleaf 
supplementary service is included, 
which will be continued for a 2-year 
period. Postal Manual. (Chaps. 1 and 
2). Supt. of Documents, Govt. Print- 
ing Office, Washington 25, D. C. $4. 


investment outlook 

The Bankers Trust Co., New York, 
has issued the 13th in a series of 
annual projections of the investment 
markets. The study was compiled 


HELP YOU MOVE MORE 


by the bank’s Economics Department 
headed by Dr. Roy L. Reierson. 
Among topics discussed are the ex- 
pansion in Federal debt, short-term 
debt, and the flow of savings, and 
interest rates. The study assumes 
that the sag in business activity 
will taper off and that evidence of 
recovery will appear within the next 
few months. The Investment Out- 
look for 1961. Economics Dept., 
Bankers Trust Co., 16 Wall St., New 
York 15, N. Y. Free. 


Weather 


A government pamphlet tells about 
government weather services, where 
to get them and how to use them. 
Using Weather Services in Business. 
Small Business Administration, 
Washington 25, D. C. Free 


Directory of labor relations 
speakers 

The U. S. Chamber of Commerce 
has published a speaker’s directory 
on the subject of labor relations. The 
directory gives the names and ad- 
dresses of 47 specialists in labor- 
management problems and legislation 
who are willing to speak at conven- 
tions, meetings and special luncheon 
sessions. Although most of the spe- 
cialists are in the East and Midwest 
where union activity is greatest, 
there are several in the South and 
West. Let’s Talk About Labor. Labor 
Relations and Legal Dept., Chamber 
of Commerce of the United States, 
Washington 6, D. C. Free. 


Vocational training 

This is a report by the Organiza- 
tion for European Economic Co- 
operation on vocational training in 
the European footwear industry. It 
covers Austria, Denmark, France, 
Germany, Italy, Norway, the United 
Kingdom and Switzerland. The aim 
of the project was to obtain a 
clear picture of the skills required 
in the footwear industries; to de- 
termine the scope and kind of 
training needed for these workers; 
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to assess the already available fa- 
cilities; and to recommend ways of 
improving and rendering more sys- 
tematic vocational training in the 
field. The publication gives a com- 
plete report on the project and 
includes the questionnaires which 
were used to obtain information, 
with a list of organizations and 
firms consulted. Vocational Training 
in the Footwear Industry. 185 pp. 
O.E.E.C. Mission, Publications Office, 
Suite 1223, 1346 Connecticut Ave., 
N.W. Washington 6, D. C. $2.50. 


Small store operation 


A two-volume handbook for the 
successful operation of smaller re- 
tail stores has been issued by the 
Smaller Stores Div., NRMA. Volume 
1 discusses the more important 
operating procedures and require- 
ments needed for a successful store. 
It covers downtown revitalization, 
parking, insurance, expense manage- 
ment, personnel, customer services 
and store security. Volume 2 con- 
tains chapters on store planning, 
modernization, financing, fixtures, 
housekeeping, receiving and market- 
ing, gift wrapping. Operating Man- 
ual for Smaller Stores. National 
Retail Merchants Assn., 100 W. 31st 
St., New York 1, N. Y. NRMA mem- 
bers $4.25 per vol., $7.25 a set. 
Non-members $6.25 per vol., $10 
per set. 


Public relations for salespeople 


The NRMA has issued a booklet 
on public relations intended spe- 
cifically for salespeople. It is designed 
not only to inform employees about 
the necessity of treating customers 
properly but to instill a sense of 
pride and importance in the job of 
each employee. Available in quanti- 
ties for employee distribution at 15 
to 10 cents per copy, depending on 
the number ordered. You Are the 
Public Relations Expert in Your 
Store. Sales Promotion Div., Na- 
tional Retail Merchants Assn., 100 
W. 31st St., New York 1, N. Y. 
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A CORDIAL INVITATION 


to visit Rooms 514-515 HOTEL NEW YORKER to see our 
complete line of $10.95 — $12.95 In-Stock shoes for men 
during the POPULAR PRICE SHOE SHOW April 29 — May 5 





JOHN E. LUCEY CO., INC., Bridgewater, Massachusetts 
New York Sales Office * Room 554 * Marbridge Building 















point the way to 
fashion in Colonial 

“Glissant”’. .. a full 
grain glove leather 
with a wax finish 
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TANNING COMPANY, INC. 
BOSTON 11, MASSACHUSETTS 
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Collect overdue accounts with letters 


With the increase in credit shoe selling, retailers have 
also found their collection problems have increased. 
These problems have made good collection letters a 
must. 

A good collection letter has a fence-straddling dual 
purpose. First, it must hold the goodwill of the cus- 
tomer and, second, it must get the money on past-due 
eccounts. Wavering from one side of the fence to the 
other is dangerous. Too much emphasis on holding 
goodwill gives the impression you are an easy mark for 
slow-paying customers. On the other hand, by being 
too demanding, you may endanger future sales. 


Three types of accounts 

Overdue accounts can be put into three classifications : 

® Good. 

® Slow. 

© Uncertain. 

Good-paying customers—those whose past record 
has been good—may have merely neglected to send you 
a check. Or, a temporary drain on their income may 
have forced them to delay payment. In collection letters 
to these customers, you may put more stress on good- 
will than on a money demand. 


Slow-paying customers may be plain careless in pay- - 


ing bills. They pay—someday. If the situation is usual 
with these people, they will need reminders to let them 
know you are expecting your money soon. This is the 
case where your letter should let them know you want 
your money and their future business. 

With uncertain customers, your collection letter will 
have to lean toward a demand as you press for payment. 


There are four types of letters 

There are four kinds of collection letters you should 
develop for your collection system. They are: 

® Mild reminder. 

® Strong reminder. 

® Action. 

© Demand. 
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The mild reminder is a memory jogger. It is to 
remind people they have neglected to settle their ac- 
count. Suggest that perhaps the bill was misplaced, 
lost in the mail or, in some cases, not mailed. Many 
customers will respond promptly to this type of letter. 

The mild reminder should be just that—mild. Send 
it three weeks or one month after the statement. In- 
ciude a selling paragraph and do not press for money 
in this letter. Send to good-paying customers and wait 
a reasonable time before following up with the next 
letter in the series. 

In the strong reminder come right out and ask for 
the money. Naturally, do it in a courteous, friendly 
manner. You assume the statement and the mild re- 
minder were overlooked and the customer will respond 
to this request for payment right away. 

You may find it helpful to develop this letter as a 
distinct followup to the mild reminder. Or, if you start 
with this letter to slow-paying customers, you will want 
to avoid any reference to an earlier letter. 

Give the customer a choice 

Action letters are designed to get action. You ask 
for two kinds and thus give the customer a choice. 
The letter gives the customer the choice of telling why 
payment isn’t being made or sending a check. 

Naturally, you would rather get the money, but by 
giving the customer a choice you maintain goodwill. 
And, if your customer is not in a position to make 
immediate payment, he can save face and also go on 
record for when he will make payment. 

Theoretically, if the first three letters have been 
developed strategically, there is no need for the demand 
letter. Unfortunately, delinquent customers don’t always 
respond to theory. They need a strong letter that 
demands payment. 

Threatening to sue or hire a collection agency can 
be used to demand money. But, this is recommended 
only when other letters have failed and only when you 
plan to follow through with action. 
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ls there a proven way to spot a good shoe salesman? 


There’s no magic formula you can apply to job 
applicants that will tell whether or not they are good 
salesmen. 

But when you interview an applicant, there are sev- 
eral things you can look for that will be a clue to his 
salesmanship. 

Look for the obvious things. 

® Shoes—An applicant who didn’t shine his shoes 
before coming for an interview either doesn’t want 
the job very much or is absent-minded enough to be 
a liability. 

* Appearance—An applicant should be dressed 
neatly—not necessarily expensively. 

*® Clothing selection—A man should be in a busi- 
ness suit and a woman in suitable work clothes. You 
don’t go for a job interview dressed for a cocktail 
party or a picnic. 

® Small talk—A shoe salesman has to engage in 
small talk with the customers so try to get some out 
of him. Converse with him and see how he handles 
himself. 

Remember the things you don’t like, or even object 
to, in the applicant, will probably bring the same re- 
action from customers. 


Conversation isn't grammar 

Smal! talk is one thing, but precise English is an- 
other. Don’t turn down an applicant just because his 
English isn’t as precise as you would like it to be. 
Although proper English is an asset, it should not be 
the determining factor if the applicant has many 
other things in his favor. 

On this topic, David Miller, head of Geuting’s, 
a Philadelphia shoe chain, quotes humorist Will 
Rogers, who said, “A lot of people who ain’t sayin’ 
ain’t, ain’t eatin’.” 

Geutings’ personnel is selected mainly on the basis 
of attitude. Miller thinks if an applicant's attitude 
pleases you, it will please your customers, and, per- 
haps, make up for deficiencies in English or nattiness 
in dress. 

Geutings hires all its new salespeople as trainees 
and puts them through a regular program to learn 
shoes and selling. 


From stockboy to salesman 

A Geutings trainee works as a stockboy while he 
learns about shoes. He learns by handling shoes, and 
watching salesmen at work. On especially busy days, 


the trainee who is ready to try his hand at selling 
goes onto the floor to meet customers. This is usually 
on a day when quality of service is less important 
than making sure each customer is waited on. 

He is watched carefully by his supervisors who 
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note his strong points and his weak points. His mis- 
takes are discussed with him later, in detail. Each 
trainee goes through many such trials before he is 
assigned fulltime to the floor. 


Program length varies 

The program lasts as long for each trainee as it 
must. Some persons are ready to be assigned to the 
floor within three months; some stay in the training 


‘program for as long as a year. 


The Geutings program has proved successful. In a 
recent group of 15 trainees, only two dropped out. 

Miller de-emphasizes any one item, such as dress, 
appearance or speech. Except in cases where a per- 
son’s appearance would be offensive because of the 
clothes he wears or because of a disfiguring physical 
defect, Miller emphasizes the importance of the cor- 
rect attitude—the impression the applicant makes 
on you, but not necessarily the first impression. 

While you may be dazzled by an applicant’s good 
looks, fashionable dress and bright conversation the 
first time, subsequent conversations may remove a bit 
of the dazzle and reveal the person who will be deal- 
ing with your customers. 
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Two breaks: 
that matter 
to shoemen 


There are two kinds of vamp break. One deals with 
the grain of the leather; the other concerns the man- 
ner in which the leather folds or creases across the 
vamp. 

Both are important indicators in telling how the shoe 
fits, the quality of the leather and’the characteristics 
of the foot. 

First, let’s take grain break. This is usually tested 
or measured by pressing the thumb on some part of 
the vamp. When this is done on a smooth leather, a 
cluster of fine grain breaks instantly shows up around 
the thumb. 


The finer the break, the better the leather 


The finer the grain break—that is, the more fine 
wrinkles within the area under thumb pressure—usu- 
ally the better the quality of the leather. For example, 
a high-grade calf leather will show more grain wrinkles 
per square inch than side leather; and the latter will 
show more than split leather. Usually, the smaller or 
finer each grain wrinkle, the better the quality of the 
leather. 

A device called a grainometer has been invented to 
give a more accurate grain-count reading than is pos- 
sible with the naked eye. However, for practical pur- 
poses in a rétail store, the thumb-test and eye-reading 
method serves all practical purposes. 

Shoemen will give a leather a grain break test when 
buying shoes. By experience they can usually get a fair 
comparative appraisal of the quality of the leather in 
this way. In fact, even consumers will frequently do 
the same, though they are judging quality more by 
feel than by a visual grain count. 


But there are exceptions 


There is no hard and fast rule on grain count— 
except for certain leathers. But on dense-fiber leathers 
such as cordovan, and particularly leathers with hard 
finishes such as patent, it is difficult to get a visual 
grain-break count. Yet the leather can be of good 
quality. 

Vamp break, on the other hand, is related to the 
manner in which the leather creases across the vamp 
when the foot or shoe is flexed. All shoe fitters, and 
most consumers, use vamp break as one of the ap- 


April 1, 196! 





SHOE SCHOOL 


praisals of shoe fit, although many don’t identify it as 
such. 

As a general rule, the smaller the creases, the finer 
the leather and the better the fit. There is a lot of 
elasticity to this rule, however. Again, in a denser- 
fibered leather such as cordovan, the creases will tend 
naturally to be larger. Also, lighter leathers such as 
kid will tend to make smaller creases than heavier 
leathers. 


Fit determines break’s character 


The fit of the shoe will also determine the character 
of vamp break. A shoe that’s too large will create 
larger creases or folds across the vamp when the foot 
is flexed. A short or tight fit will often almost elim- 
inate vamp break—but will cause a bite across the 
big toe when the foot is flexed. 





Hence, in a good-fitting shoe the vamp break’ will 
show creases neither too large nor too small. For the 
foot to flex comfortably and for the shoe to look good- 
fitting to the eye, there must be just the right amount 
of vamp break. 

While the fit of the shoe and the quality or type of 
leather influences vamp break, another important factor 
is the shape of the foot itself. Some feet—such as arch- 
weakened or otherwise misshapen feet—will create an 
awkward vamp break even in a shoe of the best. quality 
that is properly fitted. This is due to the conflict of 
tensions caused by these feet on the shoe as a whole. 
Usually a made-to-order shoe can avoid such distortions 
of vamp break. 


Appraise break when fitting shoes 


An experienced fitter will carefully appraise vamp 
break in the same manner that he evaluates overall 
length, width, heel and other fitting factors. He recog- 
nizes vamp break as an important indicator of how the 
shoe as a whole will “break in” with wear. 
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Liability insurance: 
High claims cause 
needs to grow 


A customer can cost you plenty 
if he is injured on your premises. 
The same is true if you sell him the 
wrong shoe or one that doesn’t fit 
properly. 

Many hazards aren’t covered under 
the standard (known as the own- 
ers, landlords and tenants form) 
liability policy. About 80 per cent 
of the storekeepers carry this lim- 
ited protection and it isn’t enough 
because the public is becoming 
claim-conscious. 


The many hazards 


A number of hazards require 
separate liability insurance or ad- 
ditional endorsements. The more 
important of these are: 

© Products liability—You sell a 
pair of shoes, the customer wears 
them for a short time and a rough 
seam rubs his foot and causes an 
infection. The customer expects 
you to pay his doctor’s bills, to re- 
imburse him for lost time and prob- 
ably pay a nice sum to cover his 
attorney’s fee. To cover this off- 
premises exposure you need prod- 
ucts liability insurance. 

Don’t depend on the manufactur- 
er’s vendors liability endorsement. 
It does not cover negligent acts on 
your part. Buy your own coverage 
without any strings attached. 

® Medical payments—Someone 
may be injured in the store through 
no fault of yours or your employees. 
You aren’t legally liable for the ac- 
cident so your liability policy will 
not provide indemnity. Buy a med- 
ical payments endorsement. It 
doesn’t cost much and provides for 
voluntary payments to cover medi- 


eal, hospital, surgical and/or fu- 
neral expenses incurred by the in- 
jured patron. Buy at least $2,000 
limit per person. Many retailers 
buy $5,000 protection because a 
broken hip can cost that much. 

Medical payments coverage is of- 
ten called good will insurance. 

® Occurrence versus accident— 
The word accident is limited. A 
policy covering accident requires 
any accident to be exactly identi- 
fied as to time and place of happen- 





000 in cases involving one indi- 
vidual in an accident. 

Property damage insurance of- 
fers little protection. It is quite in- 
expensive but it does not cover: 

® water damage 

® sprinkler leakage claims 

® damage to property owned by, 
rented to or in the care and custody 
of the policyholder. 

Water and sprinkler leakage pro- 
tection can be bought separately or 
covered in a policy rider, but un- 














ing. At a nominal cost you can sub- 
stitute the word occurrence and the 
policy will then cover a series of 
events leading up to a bodily in- 
jury. 

® Elevator — Don’t overlook the 
sidewalk elevators. People trip 
over the covers and even fall into 
the shafts. If the lifts aren’t used, 
attach a dismantled elevator endorse- 
ment to your policy. Any other eleva- 
tor should be insured. If the elevator 
isn’t operated for others, half rates 


apply. 


Juries are awarding more 

When considering the limits of 
your protection, don’t be satisfied 
with less than $100,000 per person 
and $300,000 per accident (or oc- 
eurrence) bodily injury liability 
protection. These amounts increase 
the basic limit ($5,000 and $10,000) 
rates 54 per cent. Recently, juries 
have awarded sums of over $150,- 





derwriters seldom write coverage 
for the policyholder’s property. 


One contract covers much 


You can find combination poli- 
cies that cover practically all of 
your exposures in one contract. A 
combination policy includes prem- 
ises and products hazards and in- 
sures against occurrences rather 
than accidents. It provides protec- 
tive elevator insurance and in- 
cludes the coverage of customer 
parking lots, employee recreation 
areas and any booth or exhibit at a 
trade fair. It also supplies medical 
payment coverage. Bodily injury 
and property damage claims are 
combined under one limit. 

Compare costs. If you are now 
carrying at least $50,000 limits, the 
broad storekeepers form may be 
cheaper than premises protection. 
If your limits are $100,000 a sav- 
ing will doubtless accrue through 
the broad coverage. 
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exclusive from Miller 


PAK-LITE shoe trees IN LORS 


: 


Here, made exclusively by Miller, is the most 
revolutionary shoe tree ever designed! 
It’s tough. It’s durable. It gives 


oy 
s 
a better fit. It sells itself! § e i 


United Shoe Machinery Corporation 


A century of shoe tree leadership PLYMOUTH, New Hampshire 
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Easier to use, 


easier to 
demonstrate! 





3-second demonstration will result in instant sales! 


Just push heel down. Tree expands in width and shoes last longer and look better! New lightweight 


length automatically! This shows your customers that construction cuts customer sales resistance created 


the new tree will fit their shoes perfectly — makes their by old fashioned, heavy wooden shoe trees! 


Injection Moulded Construction makes wooden 
shoe trees obsolete! Customer satisfaction assured ! 
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New PAK-LITE Shoe Trees help New PAK-LITE Shoe Trees New PAK-LITE Shoe Trees are New PAK-LITE Shoe Trees are ] 
prevent mildew! That's because have smoother finish! Thus, you guaranteed! Explain that new in- eye-catching window display Y 
new revolutionary design allows can demonstrate how shoe trees jection moulded construction is forms! They cost less, bring more ; 
clean air to circulate inside shoes. slide into shoes easily, effortlessly tough, durable, scuff and chip re- traffic inside your store! Form up c 
Clean air keeps shoes fresher — how there are no tiresome sistant! This gives customer satis- your display shoes with these new r 
lets perspiration dry naturally, metal parts to adjust. This gives faction because they won't crack, featherweight shoe trees! They'll c 
ughly V customer satisfaction because split, warp or discolor like old stop your customers! This means 
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| almost all shoes | | colors | Suggested retail price? Only 83 O95! They'll M 
Small — 7C to 8%B | | Black Red | sell and sell and sell because they look like they 
Medium — 8%C to 108 | | Brown Grey | cost much more. Eye-catching colors create F 
Larae —10C to 11%B | | Tan Yellow | instantaneous “impulse” sales. This means 
| mr t KC 4 196 | | BI | more profits in your pockets. 
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Be first to stock up! Write O. A. Miller today! 
i Shoe Machinery Corporation Al 
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New-type athletic shoes 


These new type athletic shoes, de- 
scribed as the “track and athletic 
shoes of the future”, weigh slightly 
over six ounces each, feature no in- 
seams. They have a soft, pliable in- 
sole, cemented for greater flexibility; 
a glove soft calf leather upper with 
a firm red saddle over the instep to 
provide instep support; and a Nylon 
vented web just below the instep, 
elasticized for greater foot freedom. 

New shoes, now being introduced 
to schools and colleges, fall into four 
basic styles: 1. “All Sport” (see 
photo) is all purpose with wedge 
and features a Ripple Sole to pro- 
vide better traction on all surfaces. 
2. “Trackster” has all the features 
of “All Sport” without stripping 
between sole and upper. Recom- 
mended for track events. 3. “Pedi- 
gree” is a new field event shoe with 





balance and stability. It has a neo- 
prene sole wrapped around the outer 
left edge of shoe to reduce outer edge 
rolling and knee strain. 4. “490” was 
created especially for marathon and 
road running and features a 1% inch 
crepe sole. 

In a full range of sizes, widths 
B, C, D, E, priced to retail from 
$10.45 to $15.95 for individuals. Must 
be ordered direct from manufac- 
turer. SOURCE: New Balance Ath- 
letic Shoe Co., North Cambridge, 
Mass. 


Rondo stretch innersock 


This new Rondo stretch innersock 
is an impulse sale item which the 
manufacturer describes as both rev- 
olutionary and practical. Called 
Sport-Sox by Rondo, they are fully 
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absorbent, washable and fast-drying, 
making them ideal for all active 





sports such as bowling, tennis, boat- 
ing and golf. 

They are made of 60 per cent 
cotton terry and 40 per cent Helanca 
stretch nylon to fit all ladies’ hosiery 
sizes from 8-11. They provide a non- 
rub, non-slip fit. Made in Seafoam 
white, their low-cut design allows 
tanning to the shoe line. The socks 
are individually packaged in colorful 
printed poly envelopes with an eyelet 
for pegboard display. Dealer re- 
ceives a permanent counter display 
unit with each initial order of three 
dozen. Retail 59¢. SOURCE: Robert 
Hosiery Mills, Inc., Slipper Division, 
Collegeville, Pa. 


New revolving display 

“Revolvo-Liers”, a new revolving 
display, is suspended from the ceiling 
by a decorative chain which adjusts 
to any ceiling height. Circular tiers 
revolve slowly and are powered by 
an easily-installed ceiling - mounted 
motor guaranteed for a full year. 
Wood-grained Fiberesin tiers are 
impervious to heat, moisture, mars 
and stains. 

Recommended for retailers with 
limited floor space or can be used 
in a window as a decorative touch. 
Available in two-tier and three-tier 
units with diameters ranging from 
6 in. to 11% in. Two tier unit priced 


at $15, three tiers at $20. SOURCE: 
Picture Recording Co., Oconomowoc, 
Wis. 


Pure wax spray shine 


This is a new pure wax, aerosol 
dispensed, instant shoe polish. Called 
Penny Shoe Shine, it is made of 
bootmakers’ wax, and sprays on and 
shines instantly. It can be buffed to 
eliminate scuffs and as frequently 
as needed, making one application 
last for days. It will not stain hands, 
clothing or rugs, and comes in neu- 
tral for use on all colors. 

Now available in a 10-ounce family 
package and a 5-ounce personal pack- 
age. The manufacturer plans a sup- 
porting local consumer advertising 
campaign in newspapers and on radio 
and TV in selected markets begin- 
ning in April. SOURCE: Turtle Wax, 
Inc., Chicago, Ill. 


Electric shoe polisher 

This new electric commercial or 
“service” shoe polisher is especially 
suitable for use as an extra service 
to waitng customers. The unit has a 
powerful motor, chrome-plated hous- 
ing and is AC operated. The polisher 





is aetivated by a spring-loaded 
switeh atop a control handle, which 
shuts off automatically when re- 
leased. Replaceable polishing bonnets 
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are red and black for brown and 
black shoes, respectively. Accessories 
available include a “Have A Shine 
On Us” sign complete with mounting 
clamps. SOURCE: Dremel Mfg Co., 


Racine, Wis. 


Pompeii aluminum heel 

A completely new heel style fea- 
turing an extended breastline, the 
Pompeii Aluminum is made of 
tempered aluminum on a selected 
maple base. A long downswept heel 
breast extends over the shank at the 
breast line, adding greater strength 
and rigidity at this point. Also, it 
blends the heel line smoothly into 





the last contours. 

Described as a refreshing innova- 
tion in -heel styling, the Pompeii 
Aluminum has been fashioned into 
sweeping lines characteristic of 
sketches by shoe stylists. It is avail- 
able in heights from 15/8 up and 
can be covered and breasted in the 
usual manner. Also available for 
“Mearthane” toplifts of durable 
polyurethane or for standard nailed- 
on materials. SOURCE: Mears Heel 
Co., Lawrence, Mass. 


Forward thrust sole 


Engineered to concentrate power 
and support at the metatarsal-ful- 
crum of the moving foot, the new 
Forward Thrust Sole is a departure 
from conventional soling design. The 
design is intended to utilize a com- 
pressed core of energy, released as 
the foot thrusts forward, to provide 
day-long foot comfort with dress 
shoe looks. 

An arch support area provides dis- 
tribution of body weight while the 
gradually-tapered sole reduces the 
walking effort by decreasing the de- 
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gree of bend. Now available only in 
Cush-N-Crepe in men’s sizes and 
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weights, although the manufacturer 
plans to develop a sole for women’s 
shoes in the near future. SOURCE: 
Avon Sole Co., Avon, Mass. 


Plastic flattie heel 


Something new for shoe manu- 
facturers using a double and triple 
needle toe last is this new concept in 
a plastic flattie heel. Made of poly- 
vinyl, the new heel features a long 
pattern tapering in at the breast. 
It has a slight pitch effect which 
gives the appearance of a cowboy 
heel. An additional feature is an 
imprinted size on the heel indicating 
size of shoe it fits. SOURCE: 
Keiter Co., Boston, Mass. 


Leather graining machine 

Designed to meet exacting de- 
mands, this new electro-hydraulic 
leather graining and pressing ma- 
chine is said to incorporate the 
latest advancements in the field of 
leather dressing. Of welded steel 
construction, the model is easily 
adaptable to user’s requirements in 
terms of pressure and pressing-sur- 
face area. Uniform pressure dis- 
tribution insures uniform grain ap- 
pearance throughout entire surface 
of leather. Easy-to-operate charging 
tables combined with short opening 
and closing time provide rapid, eco- 
nomical operation. SOURCE: Robert 
Burkle & Co., Freudenstadt, Ger- 
many. 


Heel end lasting machine 


New Lauretti Automatic Heel End 
Lasting Machine has been created 
specifically to automatically pre-mold 
last the heel ends of shoe uppers. 
The manufacturer reports it is now 
adaptable to the molding of women’s 
high heel novelty footwear as well as 
misses’ and children’s uppers and 
men’s casual footwear. The machine 
is designed and manufactured in the 
U. S. SOURCE: Lowell Molding 
Corp., Lawrence, Mass. 





Shoe upper converter 


Novel shoe upper converter con- 
sists of special plastic profile 
mounted between shoe upper and 
sole, inventor Walter Schaefer of 
Germany claims the device permits 
wearer to cover the shoe with differ- 
ent color leather, fabric or plastic 
uppers at will, interchanging colors 
and materials to match other ap- 
parel. U. S. patent application pend- 
ing. SOURCE: Trade Development 
Div., Bureau of Foreign Commerce, 
U. S. Dept. of Commerce, Washing- 
ton, D. C. 


Heel covering cement 


Long-lasting tack life and greater 
coverage are provided by this new 
heel covering cement which can be 
applied to covers and heels made of 
plastic, metal or wood. Called LAJ 
101 adhesive, it is said to be heat 
resistant, non-toxic, non-flammable 
and non-irritating. High degree of 
heat resistance prevents lifting of 
heel covers when heels are pre-at- 
tached to the sole and later reac- 
tivated before attaching to upper. 
SOURCE: Crispin Chemical Co., 
Ltd., England. 


Thermo-counter material 


Designed for use with machines 
employing heated metal molds, 
Thermo-Counter 47-1 is thinner in 
gauge than previous counter ma- 
terials of this type but offers more 
firmness. The company reports that 
initial laboratory field tests and ex- 
tensive sampling indicate good man- 
ufacturer acceptance. 

The 47-1 series is currently being 
produced in specially-designed equip- 
ment not previously used in making 
shoe materials. It is available in 
rolls, sheets or cut, all to customer 
specifications in a range of weights. 
SOURCE: Bixby Box Toe Co., Inc., 
Haverhill, Mass. 


Antiqued side leather 


This new “antiqued” side leather, 
developed especially for women’s 
shoes, provides beautiful color con- 
trasts. Known as “Riviera,” it is 
available in a complete line of col- 
ors with brown, gray, otter, yellow, 
blue and oatmeal attracting current 
interest. Also recommended for 
handbags. SOURCE: Colonial Tan- 
ning Co., Boston. 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Discount shoe stores and leased departments may 
be the “wave of the future,’ as some say, but has 
anybody really evaluated their importance to shoe 
business? Are they really helping us to sell more 
shoes? Do they mean better profits for shoe manu- 
facturers and retailers? Will discount selling spread 
upwards from low end shoes into the middle prices? 
Try to answer some of these questions before you join 
the wave and move into the discount field. 


Right now, discount shoes are selling at a minimum 
rate of $250 million per year. That’s some six per cent 
of total annual retail shoe sales—a sizeable chunk. 
This is one-third of the $850 million in annual shoe 
sales by independent department stores, department 
store chains and other types of department stores 
which account for approximately 22 per cent of the 
nation’s $4.3 billion shoe sales projected for 1961. 


Five years ago, discount shoe selling was only a 
fragment of the total. But the high volume, low mar- 
gin operation has mushroomed almost unbelievably 
in the past three years. It’s perhaps the biggest rea- 
son why sales of outlets selling unbranded shoes 
have increased four times as fast as those selling 
branded lines. Sales of the latter are still almost a 
third more but this is narrowing—and due partially 
to price differentials. It’s estimated self-service 
stores, which sell only unbranded shoes at discount, 
are opening at rate of one per day. 


All this is on plus side for discount selling. And 
it’s convinced some of the larger chains which have 
held out till recently. Melville has thrown tradition 
to the winds and opened its Meldisco division of 
leased self-service shoe departments in discount de- 
partment stores. Another traditionalist—Butler’s— 
has taken over J. T. S. discount operations in the East 
and plans more. International Shoe sells unbranded 
shoes to closed door discounters. Other big names 
such ag Morse, Morton’s, Spencer, Louis Ostrov and 
Crown specialize in discount departments. 


The trend spells concentrated growth in this area 
and increasing competition for traditional branded 
shoes in comparable price ranges. But is it good for 
shoe business as well as individual operators? Last 
year, both production and sales fell well below 1959— 
some 40 million pairs for former, about 30 million 
for latter. This despite a record year for discount 
shoe sales. Obviously, discount houses didn’t add to 
total shoe sales. Instead, for every pair of shoes sold 
at discount, one less pair was sold at full markup. 
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Sales decline itself was due largely to business con- 
ditions but discount shoes, sold at lower prices and 
meeting demands of volume market, failed to increase 
total. And same condition will prevail largely this 
year. Discount shoes are not adding to total industry 
pairage but actually replacing sales through tradi- 
tional outlets. This process of robbing Peter to pay 
Paul is proving costly to industry totals and can 
prove the same to many individual operations. Store 
which sells $5 shoes at discount markon must obvi- 
ously sell many more pairs to equal profit potential 
of $10 shoes sold with full markon. Lower operating 
costs of discounter help but competition is growing 
steadily worse. 


So brands are losing out in race for consumer busi- 
ness. A good part of the loss is due directly to great 
wave of new discount store openings. Most of these 
are in leased departments. Last year, some 4,400 
leased departments of all kinds generated over $400 
million in shoe sales, about 60 per cent more than 
five years ago. Close to a third of this was in dis- 
count shoes. The latter’s share will probably increase 
in 1961. 


But are branded operations doing anything to com- 
bat this trend? Some are, particularly in medium and 
higher price ranges where competition isn’t so stiff 
and where discounters haven’t yet tried to invade. 
These are the better operations where fashion and 
smart merchandising are stressed. Slow-moving tra- 
ditionalists are suffering because they have fallen 
behind the times. 


Too few brand stores realize that service today goes 
well beyond the concept of merely fitting the shoe to 
the customer. Even in family stores, the present-day 
consumer is looking for authentic fashion informa- 
tion. She wants advice on how shoes complement her 
fashion wardrobe. She also needs to be told of the 
performance values in the shoes she buys. These are 
two important features she doesn’t get in discount 
operations—the kind of service a service type store 
can really offer. 


Many customers think they can fit themselves as 
well as the average shoe clerk—a fact distressingly 
true. These are willing to forego fitting in favor of 
price. But they will gladly pay more for service in 
the true sense of the word provided branded stores 
can learn to do the real selling job. It’s a matter of 
re-defining the word “service.” 
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RETAIL NEWS 





Year-round slipper sales? 
That's NSI promotion goal 


The National Shoe Institute 
will hold its first slipper pro- 
motion in the form of a 
“Slipper Week’’ May 18-27. 
Any retailer can receive a kit. 


Want to sell more slippers? The 
National Shoe Institute will help. 

NSI has drawn up a comprehen- 
sive program aimed at promoting 
slippers on a year-round basis 
rather than merely on the gift-giv- 
ing days of Christmas, Mother’s 
Day and Father’s Day. The Insti- 
tute has enlisted the cooperation of 
manufacturers and retailers for its 
first “Slipper Week” promotion May 
18 to 27. 

Officials of NSI and its mem- 
ber association’s (NSMA, NSRA, 
NASCS, NESLA and the St. Louis 
Shoe Manufacturers) are enthusi- 
astic about the possibilities of the 
“week” and the sales-boosting op- 
portunities it offers. 


Retail promotion kit — NSI re- 
cently asked makers of men’s, wo- 
men’s and children’s slippers to sub- 





For women NS! stresses slippers for every 
mood. Clockwise from top: regal mules by 
Cozykins with satin rose trim; Gustinettes 
with gold wedge heel; and straw style by 
Melville with miniature flower garden. 
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mit samples of their newest sum- 
mer styles, to be photographed and 
made a part of a store promotion 
kit for retailers. These pictures in- 
corporate the themes that NSI has 
picked for the promotion. Among 
them: “The Slipper Mood” (loafing 
and leisure, yes, but also dressing 
up with summer slippers) ; “Enter- 
taining Slippers” (slippers at 
home), and “Slippers Out of the 
Bedroom at Last.” 

The kit will include mimeo- 
graphed stories for newspaper use 
and suggested themes for mer- 
chants to use in their advertising, 
window and in-store displays. 


All retailers eligible — NSI has 
alerted members of the National 
Shoe Retailers Assn. and the Na- 
tional Assn. of Shoe Chain Stores 
(through their regular bulletins) 
that the kit is now available. But 
the slipper promotion is not limited 
to members of NSI’s_ sponsoring 
groups. Any retailer may get a kit 
by writing to NSI headquarters at 
50 Rockefeller Plaza, New York 
City. 

How many retailers will ulti- 





Fashion keeps an eye on the youngest set, 
NSI tells the consumer, with (left to right): 
whi . - ee lipp " by Cc kins, 
classic red Dress-Up by Alexis, and leaf 
patch saddle by Pro-Tek-Tiv. 








What's new in men's slippers? From left: 
madras plaid cushion-insoled slipper by Web- 
ster; high-riser in maple glove leather by 
Evans, for indoors or outdoors; and cushion- 
soled scuff with striped lining and reverse 
stitching on moccasin toe, by Thom McAn. 


mately take part is not known, but 
it’s reasonable to expect that re- 
quests for kits will number about 
2,000. 


Other arrangements—Will retail- 
ers use the kit actively? The kit 
can be a useful “tool of the trade.” 
But to derive maximum results, re- 
tailers are advised to plan their 
slipper promotions around the 
themes suggested by NSI and set 
May 18 as their target date. And, 
NSI officials say, merchants should 
put consistent emphasis on slippers 
in their ads and displays. 

NSI is following through with an 
editorial barrage aimed at fashion 
and syndicated feature column 
writers in newspapers and other 
media. The Institute has also sent 
letters to 140 leaders in various 
communities, stressing slippers as 
a focal part of the shoe wardrobe. 


Support from Redbook—Redbook 
magazine’s July issue will contain 
eight pages telling how to use slip- 
pers for entertaining on the patio, 
picnicking by the side of the road, 
and spending a day at the beach— 
and how to wear slippers with sum- 
mer and leisure clothes. 

“We are certainly putting all our 
efforts into this promotion to make 
it effective and successful,” says 
Alice Regensburg, NSI fashion di- 
rector. Originally the slipper cam- 
paign was scheduled as a one-time 
shot. Now slippers are considered 
important enough to warrant a sim- 
ilar promotion for fall, with a kit 
going to retailers soon after their 
back-to-school openings. 
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For children: NS! to push 
slipons, regular checkups 


“Slipons for Young Fashion” will 
be the National Shoe Institute’s 
fall-winter promotion theme in the 
children’s field. 

The promotion of slipons and 
other easy-on footwear, including 
styles with elasticized toplines, will 
get editorial backing from a fall 
issue of Parents’ Magazine. The 
NSI Children’s Promotion Commit- 
tee said leading children’s shoe 
manufacturers and retailers have 
expressed their support of the 
theme. 

Sam L. Slosberg, president of 
Green Shoe Manufacturing Co., 
served as committee chairman in 
the absence of W. W. Kiss of Pied 
Piper Shoe Co., the regular chair- 
man. 

The committee also endorsed an 
industry-wide drive to persuade 
parents to make a habit of periodic 
checkups of their children’s shoe 
sizes. As one result the National 
Shoe Institute will prepare a book- 
let for store promotion and public- 
ity with the theme, “Children’s feet 
grow. Shoes don’t... . Check chil- 
dren’s shoes regularly!” 


Women’s themer ‘Shoe 
She Can’t Live Without’ 


In the womeii’s field, the National 
Shoe Institute will support the pro- 
motion theme, “The Shoe a Woman 
Can’t Live Without,” for fall and 
winter. 

This theme will be covered edi- 
torially in the Aug. 15 issue of 
Vogue magazine, and an elaborate 
promotion kit will be made avail- 
able to stores. 

Kay Hays, shoe editor of Vogue, 
said the theme offers wide oppor- 
tunity for creative expression in de- 
sign, merchandising and promotion. 
“It is a concept that everyone in 
the shoe industry can contribute 
to,” Miss Hays remarked. 

Vogue will show shoes in every 
category that offer “Can’t Live 
Without” possibilities. The maga- 
zine will stress the cedar brown 
shades, a range it considers impor- 
tant for fall. 

Chairman of the NSI Woman’s 
‘Promotion Committee is Z. Albert 
Joseph, Joseph Salon Shoes, Chi- 
cago. 


April 1, 1961 


SHOE SHOWS 


St. Louis exhibitors will set new record; 
Recorder’s William Rossi is key speaker 


The number of exhibitors at the 
Shoe Market of America in St. Louis 
April 9-12 will establish a new rec- 
ord. Already by early March, the 
total had surpassed last year’s all- 
time high, and a few additional com- 
panies were expected to join the list. 

Featured speaker at the SMA 
breakfast meeting on Monday, April 
10, will be William A. Rossi, execu- 
tive editor of BOOT AND SHOE RE- 
CORDER. His topic will be “A Bold 
Shoe Industry Offensive for the 
Sixties.” The breakfast will be held 
in the ballroom of the Statler-Hilton 
Hotel at 8:30 a.m. (tickets, $3). 


Industry on the defensive—It is 
Rossi’s contention that the shoe in- 
dustry is losing its momentum by 
default. It is resigning itself to a 
defensive position, he says, in the 
face of its mounting problems of 
imports, a shrinking share of the 
consumer. dollar, slim profits, de- 
clining per-capita consumption, 
floodtide of discounters and other 
developments. 

A bold offensive is needed, Rossi 
argues, to provide realistic counter- 
actions and set a new course and 
pace. He will outline how a “bold 
pioneer” program can be practica- 
bly put to work to help lift the in- 
dustry to a new plateau of prog- 
ress, 


Reservations also up—The SMA 
banquet will be held Monday night, 
April 10, in the Khorassan Room of 
the Hotel Chase, with Alan King 
heading the list of entertainers. 

Room reservations for buyers 
have topped the 1960 total, accord- 
ing to Arthur Gale, executive secre- 
tary of the St. Louis Shoe Manufac- 
turers Assn., sponsor of SMA. He 
said attendance will set a new 
mark. 

Gale listed 11 first-time exhibi- 
tors who reserved display space 
during March. (Still other newcom- 
ers signed up earlier.) The 11 are: 
John A. Frye Shoe Co., Marlboro, 
Mass.; Gambits, Lowell, Mass.; Ger- 
win Shoe Co., Cincinnati; Gina 
Footwear, Dallas; Haymakers, New 


York; Herley Shoe Corp., Haverhill, 
Mass.; Narwil Shoe Co., Montreal; 
New York Shoe Trading Co., New 
York; Seymour Shoes, New York; 
Simon & Son, Haverhill, Mass., and 
Sol Shain Shoe Co., Haverhill, Mass. 

In addition, Sbicca of California, 
absent from the 1960 show, has re- 
served space. 


McDonald to address 
Michigan Fair breakfast 


Edward J. McDonald, executive 
vice-president of the National Shoe 
Retailers Assn., will address a panel 
breakfast Sunday, April 23, at 9:45 
a.m. during the Michigan Quality 
Shoe Fair in Detroit’s Sheraton- 
Cadillac Hotel. The show, set for 
April 22-25, is a new event spon- 
sored by the Michigan Shoe Assn. 
division, Michigan Retailers Assn. 

The program was planned by 
NSRA, and Steven J. Jay, president 
of Fyfe’s, Detroit, is chairman of 
the speakers committee. 

McDonald will discuss “Develop- 
ment of Managers and Salespeople” 
and Miss Thelma Hennessey, NS- 
RA’s fashion authority, will speak 
on fall shoe and apparel fashions. 

Don Mahlmeister of the Mac- 
Manus, John & Adams advertising 
agency will discuss “Creating Pro- 
ductive Advertising.” Fourth speak- 
er will be F. Lloyd Smith, assistant 
manager of the basement stores at 
the J. L. Hudson Co. 

Several hundred exhibitors and 
retailers are expected to attend the 
breakfast. 


No MASTA in May 


The Middle Atlantic Shoe Travel- 
ers’ Assn. will not hold a May show- 
ing. The decision was reached after 
lengthy discussion by the associa- 
tion’s board of governors and its 
show committee. 

“The committee felt it better to 
concentrate all our efforts on a big 
November show,” said Eugene Sack- 
ett, association president. “Our de- 
cision was affected, too, by changes 
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in other shoe show dates in the near 
future.” 

The MASTA show is usually held 
in the Benjamin Franklin Hotel, 
Philadelphia. 


Saxony exhibit rooms lift 
total NSF areas to 1,400 


Sample room space at September’s 
National Shoe Fair in Miami Beach, 
Fla., was increased to 1,400 rooms 
by the addition of the Saxony to the 
exhibit hotel list. 

The Saxony is the fifth exhibit ho- 
tel. The other four are the Fontaine- 
bleau, 475 rooms; Barcelona, 400 
rooms; Sorrento, 100 rooms, and 
Montmartre, 100 rooms. Neither the 
Fontainebleau nor the Saxony will 
have any sleeping rooms, but there 
may be some rooms available at the 
other three exhibit hotels. 

The total number of display areas 
now runs slightly ahead of the space 
used in four Chicago hotels last year. 
Although the rooms are smaller, the 
Shoe Fair committee says the space 
is adequate. 

For sleeping, the National Shoe 
Fair has tied in with 34 other hotels. 


Reservations can be made through 


the National Shoe Fair Housing Bu- 
reau, Box 1511, Miami Beach. Bus 
service will be provided free from 
the sleeping hotels to exhibit hotels 
during the Shoe Fair. 

Events scheduled for the Fair in- 
clude: 

© A fashion show on Sept. 24, 5:30 
p.m. to 6:30 p.m., with models and 
also colored slides of the shoes shown 
on a screen. 

© An open house after the fashion 
show from 6:30 to 7:30 p.m. 

® National Shoe Retailers Assn. 
Conference (a workshop), Sept. 24, 
3 to 5 p.m. 

® Shoe Women Executives cock- 
tail party and industry-service pres- 
entation during the evening of Sept. 
25. 

® Giveaways of an automobile, a 
color television set and expense-paid 
trips. 


Volume buyers see fall 
as gateway to new boom 


Volume shoe buyers, while in- 
creasingly optimistic about spring 
business, feel that the fall season 
will provide the real impetus for the 
industry’s next important growth 


period. But much depends on how 
aggressively retailers prepare for 
this season through advance buying, 
merchandising and promotion plan- 
ning. 

This was the majority opinion 
expressed in a buyer survey by the 
Popular Price Shoe Show of Amer- 
ica. By fall, said the buyers, the na- 
tional economy will have made its 
first turn toward a new upswing. 
Shoe business, usually first to re- 
flect a change in the economic cli- 
mate, will anticipate this upturn 
as consumers react to new fall styl- 
ing and merchandising appeals. 

First-half sales are expected to 
hold even or show a slight gain over 
the 1960 level, according to Edward 
Atkins and Maxwell Field, co-man- 
agers of PPSSA. But many chains 
and department stores look for a 
good increase (averaging 3 to 5 per 
cent) during the second half, they 
said. 

The PPSSA executives said most 
buyers “attach considerable impor- 
tance” to the coming PPSSA as the 
gateway to an active fall-winter sea- 
son. The show is set for April 30 
to May 4 at the New Yorker and 








IN STOCK 
STACKED HEELS 


Sizes 4 to 11—Widths AAAA to D 


RETAIL ABOUT 10.95 TO 12.95 





British Classics, Inc. : 


146 DUANE STREET, NEW YORK 13, N. Y. 
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sellers. 


6500 Infants Bootie 
sizes only, $1.25 








Hard to believe, but Quoddy now offers genuine 
Deerskin Softie Mocs for infants, children and 
women at the lowest prices ever. All are true 
hand-laced mocs with beaded vamp. Top summer 


UODDY 
. Moceasins 


PORTLAND 3, MAINE 
write for illustrated catalog today (over 150 stock styles) 


FIRST TIME ON THE MARKET 


at these low prices / 





6550 Infants Moc 4 to 8, whole 
sizes only, no kiltie, $1.85 


0 to 3, whole 6524 Childrens Moc 9 to 3, whole 
sizes only, no kiltie, $2.20 


6514 Womens Moc 312 to 9, with 
kiltie, half-sizes, $2.40 

6574 Womens Squaw Boot 4 to 9, 
whole sizes only, Desert Flower 
beading, turndown cuff, ankle 

high, soft sole, $3.25 














Boot and Shoe Recorder 





= “es The ma ——— a 


s 


ser 
dri 


clu 
of 
nin 
day 
Ret 
cha 
ing 


Apri 














Sheraton - Atlantic Hotels in New 
York. Advance pre-season buying 
and the working out of new mer- 
chandising plans with regular 
sources will be stressed at the show- 
ing. 


Guild houses to exhibit 
at Dallas Fair May 6-10 


The Designers Shoe Guild will ex- 
hibit as a group at the Dallas Fall 
Shoe Fair May 6-10 at the Adolphus, 
Baker and Statler Hilton Hotels. 
Guild firms will occupy rooms on the 
14th floor of the Adolphus, accord- 
ing to Paul B. Schroeder, secretary- 
manager of SWSTA. 

More than 600 lines of shoes will 
be shown at the Fair. By mid- 
March over 400 exhibitors had 
signed. Attendance at this show has 
averaged 1,800 to 2,000 buyers in the 
past five years. 

Cayse Moore, Texas humorist and 
philosopher, will speak at a retailers’ 
breakfast Monday, May 8. A dinner- 
dance will be held in both ballrooms 
of the Adolphus Tuesday night, May 
9, with music by Biff Murphy’s or- 
chestra. SWSTA also announced it 
will award a three-day trip to Las 
Vegas, including hotel accommoda- 
tions and $100 expense money, to a 
merchant or buyer. 


‘Showcase’ in Columbus 


“Showcase of Shoes” will be a fea- 
ture of the Columbus Shoe Fair of 
the Ohio Shoe Travelers Club, Apri! 
30-May 2. 

Herb Burgnon, chairman of the 
shoe fair committee, said a hospital- 
ity suite in the Deshler Hilton Hotel 
will be turned into a “showcase.” 
The latest creations in display mate- 
rial, window trimmings, racks, tables 
and fixtures will set off shoes in 
groupings, giving the effect of store 
windows and interior displays. The 
“showcase” will take the place of the 
“Peep Room”’ in the lobby. 

Retailers visiting the suite will be 
served coffee, doughnuts and soft 
drinks. 

Special events at the show will in- 
clude a general membership meeting 
of the Travelers Club Saturday eve- 
ning, April 29; a buffet-dance Sun- 
day evening, and the Ohio Shoe 
Retailers Assn. breakfast for mer- 
chants and travelers Monday morn- 
ing. 
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AWARDS 


Steve’s Shoes named top 
‘Brand Name Retailer’ 


Steve’s Shoes, Inc., Kansas City, 
Mo., is the “Brand Name Retailer- 
of-the-Year’”’ among shoe stores. The 
award is made annually by the Brand 
Names Foundation, Inc., in 24 retail 
categories for brand advertising and 
promotional activities during the 
previous year, as well as education 
of customers and store personnel 


about the featuring of manufactur- 
ers’ advertised brands. 

Four other shoe retailers will re- 
ceive certificates of distinction: Flip- 
pen’s Junior Boot Shop, Sandusky, 
O.; Marco Shoe Stores, Miami; Hor- 
nung & Hahn, Inc., Terre Haute, 
Ind., and Circus Bootery, Costa 
Mesa, Calif. 

Winners will get their awards at 
a dinner in the Waldorf-Astoria Ho- 
tel, New York, May 4. Some 1,500 
business and civic leaders will at- 
tend. 





MORE REPEAT CUSTOMERS! with 





FRANCHISE PLAN 





helps you land and brand! 


blueprint for profits: 


a 


a money-back clincher! 


3. 


increasing sales possibilities! 


4. 
5. 


up wearing them always! 





Your dream customer? He’s the one you can count on for sale 
after sale, year after year... the kind of man Allen-Edmonds 


Five big factors make Allen-Edmonds New Franchise Plan your 


1. EXCLUSIVE CONSTRUCTION FEATURES .. . the greatest combination 
of fine-shoe features you can sell! 


COMFORT GUARANTEE ... only Allen-Edmonds puts it in writing, with 
FAST IN-STOCK SERVICE ... reduces your inventory problems while 


SMART STYLING ... for the young-in-heart male of every age! 
STEADY DEMAND... men who buy Allen-Edmonds once, usually wind 


Get full details on the new Allen-Edmonds Franchise Plan from 
your representative now — or write for complete information! 


ALLEN-EDMONDS /Belgium, Wisconsin 
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PROMOTION 
‘Made American’ drive 
spurs departments’ sales 


Increased volume of traffic and 
sales in the shoe salons of Denver 
Dry Goods Co. (downtown and two 





branch stores) resulted from a two- 
week “Made American” promotion 
which extended into every depart- 
ment. 

“Hurrak! for headed full- 
page ads and signs in flag-draped 


windows emphasizing American- 








made products. “American shoe 
makers are renowned for crafting 
designs that fit and flatter,” said a 
full-page ad for Rhythm Steps wo- 
men’s pumps. Departmental dis- 
plays included every American- 
made shoe line sold by the firm. 

Salespeople wore red, white and 
blue ribbons. American flags lined 
the block-long main aisle of the 
downtown store. A corner window 
at 16th and California Sts. held no 
merchandise—it contained a large 
reproduction of the Bill of Rights 
and an American flag. 


ce > 
es . 
al 


- 


‘60LF 






MEN'S GOLF SHOE 
#7000 


FULL GRAIN BROWN VERONA 
ELK LEATHER with treated sole. 
Has invisible, patented ‘Supple 
Foundation Insert’ that pro- 
vides maximum comfort and 
flexibility; eliminates spike pres- 
sure; keeps soles flat and 
spikes straight; insulates against 
heat, cold, dampness; provides 
firmer stance and better bal- 
ance. Sizes 6-12; C & D. $7.90 


WOMEN’S GOLF SHOE 
#6000 


Fine moccasin front golf shoe 
specially designed for the 
woman golfer. From proven last 
to quality details, it is built for 
sure-footedness, proper stance 
and balance. Light in weight 
and extremely flexible. Fine 
brown and white smooth leather 
with spiked rubber sole. Sizes 
4-10; AA & B. $6.50 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 
Athletic Footwear Division 
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New fixture for new line 


PsOoLihhk = 


Esquire Shoe Care Products, Brooklyn, de- 
signed this brass-plated metal fixture for 
shoe retailers’ use in displaying Esquire's 
Touch of Magic line. The stand occupies 2 
ft. x | ft. of floor space. Showing it is Mil- 
ton Samuels, Esquire vice-president. 


Store aids rivals’ sales 
—but only in the ‘specials’ 


How can the little guy meet the 
price competition of his large com- 
petitor? 

Jack Chamberlain, a Spokane, 
Wash., grocer, developed a method 
all his own. He hired a bus to carry 
48 of his regular customers on a 
round of several big supermarkets. 
At each one, the shoppers bought all 
the “specials” and nothing else. Then 
Chamberlain took them back to his 
small neighborhood store, where they 
devoured free coffee and doughnuts 
and filled the rest of their shopping 
needs. 

“Why shouldn’t I do the best I 
can to save my customers money?” 
Chamberlain remarked. “Besides, 
someone has to make a move to 
break this price war.” He figures 
the big stores lose money on their 
“loss leaders” but he wants to make 
sure the shopper comes to him for 
other needs. 


High school’s top pupils 
take over store for a day 


Young business people of tomor- 
row should have a chance today to 
put retailing theories into practice, 
the management of Fashion Bar, 
Colorado Springs, Colo., believes. 
So the firm turned over its entire 
store to 120 top students from Was- 
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son High School retailing and busi- 
ness Classes for one day. 

Lon Baugh, a junior, replaced 
Ken Owens, shoe department man- 
ager, as Mayor William Henderson 
proclaimed “Wasson at Fashion 
Bar Day.” The student manager 
and department heads trained all 
day on a Sunday and after school 
for a week in preparation. Students 
filled all positions at the store, in- 
cluding publicity, advertising, mer- 
chandising and sales, and the day 
concluded with a fashion show. 


‘Treasure hunt’ swells 
traffic at Houston center 


Remember treasure hunts . . 
and tracking down a used tomato 
can, a purple zipper or a women’s 
high-top boot—left shoe only, size 
214B? 

Houston’s Meyerland Plaza shop- 
ping center staged a one-day 
treasure hunt promotion which gen- 
erated the same kind of steam. 
But instead of searching for odd- 
size, weatherbeaten oddities, cus- 
tomers had a chance to bag new 
loot at bargain prices. 


The 45-store center launched the 
hunt with a full-page advertise- 
ment in the Houston Chronicle on 
the evening prior to the promotion. 
The same ad appeared the next 
morning in the Houston Post. The 
ad was captioned, ‘““Meyerland Plaza 
chops prices with a Treasure Hunt 
Sale.” 

Two pairs for $7—Making up 
the page were 36 individual ads 
measuring 24% x 234”. They told 


of values to be found, such as: 
corduroy tennis shoes (regular 
$2.98) for $1.98; slice of cherry 


pie, 5¢; ladies shoes, two pairs for 
$7; 100 free TV stamps, and so on. 

Down the right side of the ad- 
vertisement, copy read: “Oops! 
We goofed. We failed to tell you at 
which Meyerland Plaza store you 
can find each tremendous value, 
so join the fun! Go on our treasure 
hunt!” 

All 45 stores were listed, cover- 
ing every type of establishment 
from bakery to savings and loan, 
redemption center to chic fashion 
shop. 


80% participation—The promo- 


tion was set up and paid for by 
the Meyerland Merchants Exchange. 
All concerns were contacted to 
participate. Only nine stores did not 
run specials. 

Managers of the two shoe stores 
that participated — Vogue Shoes 
and Margolis-Poll Parrot — said 
about half the customers that came 
in asked for the items promoted. 
But they bought regular - priced 
merchandise as well. 


TV ‘spaceteer’ attracts 
1,200 in Keds’ promotion 


Johnny Satellite, Denver televi- 
sion star and “spaceteer,” arrived 
by helicopter at Joslin’s Lakewood, 
Colo., store, attracting 1,200 chil- 
dren and their parents to the shoe 
department in a U.S. Keds’ promo- 
tion. The promotion was repeated 
two weeks later in the shoe depart- 
ment of Joslin’s Englewood store. 

As a result, Ken Johnson, man- 
ager of the shoe department at 
Lakewood, said he chalked up one 
of the largest Saturdays in history, 
not only in Keds but in other shoes 
for children and grownups. 
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Scott’ $ Foam and Sponge Rubber 


CADENCE STEP 
INSOLES 


Cadence Step Inseles provide mild metatarsal 
and longitudinal support. Foam Rubber cush- 
ions the arch area of the foot, and the sponge 
rubber bottom gives added cushioning to the 
entire foot. Topping is attractive brown Genu- 
ine Leather. Insole is perforated to allow free 
passage of air. 

Each pair is attractively packaged and cello- 
phane wrapped. 


Men’s sizes 6-13 Ladies’ sizes 4-10 
STOCK NO. 704 
$15.60 Dz. Pr. $177.85 Gr. Pr. 


Mail Orders Promptly Filled 


SCOTT 


FOOT APPLIANCE CO. 
-OMAHA, NEBR 





01 WEBSTER ST 
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FASHION 


Don’t panic at changing shapes: Ornsteen 


“Fashion is evolutionary. The 
pointed toe was in the making for 
four years, in popular demand for 
four more years. If retailers, when 
they see a new shape or new style 
come in, would just try some of it 
but not get panicky and wonder 
what will happen to all the shoes 
in stock, they would reap better re- 
sults. They'll always sell the old 
merchandise, for new shapes, new 
styles must arrive gradually.” 

So spoke Alan Ornsteen, presi- 
dent of Delman Shoes, New York, 
and coordinator of all the company 
activities from designing to adver- 
tising, on a visit to May-D&F Co., 
Denver department store. 


Trend away from points— 
“There’s a feeling of the shorten- 
ing of the foot again,” Ornsteen 
noted. “This fall the industry is 
going to be in a transition away 
from the pointed-toe shoe. We will 
have the flattened rounded square 
toe, and on 16/8 heels. 

“There's a dropping of heel 
heights too. We are making 1912/8 
heels for high daylight wear, with 
suits and daytime costumes. We've 
also found that 18/8s are too high 
for the woman who wants a specta- 
tor shoe.” 


Money in the tourist—Ornsteen 
paid tribute to the tourist trade. 


NS 








New squored and oval toes and lower heel 
Women's Shoe Style Committee when it evaluated inter trends at New York meeting. 


So did the rusty-ton shades, 


and material ¢ Roussy, 


deepened blue-reds and red 

later. Toking part (left to right) were: Herbert 
of casual, gs Pe sport shoes; Margaret 
jirman; Poco 


When women travel, he said, they 
will pay more and buy higher- 
priced, better-quality shoes than in 
their home town. In Delman’s 
Fifth Avenue salon, he pointed out, 
the largest percentage of shoes is 
sold not to New Yorkers but to 
visitors from all parts of the United 
States. Denver, as the fastest- 
growing tourist city, can do the 
same kind of business, Ornsteen 
said. And there are other tourist 
cities in the country which couid 
reap a harvest from this kind of 
business in expensive shoes. 


It’s spring in N.Y. salons: 
one widens price range 


Bonwit Teller, New York, has in- 
troduced a new high-style manufac- 
turer, Rinaldi, to its second-floor 
salon. In so doing, the store has 
added a new, lower price range. 

Until now $25 was the lowest price 
in the salon. The Rinaldi line retails 
at $19.95 to $24.95 with most styles 
at $22.95. While the great majority 
of toe shapes are sharply pointed, a 
very flat square-toe pump on the 
Prism last has been added. The 
emphasis is on 18/8 heels but a 
brand new height of 26/8 has been 
introduced for very dressy shoes. 

The Cloud Construction gives per- 
fect topline fit on some outstanding 


RA women’s unit previews fall trends 





ights received attention from NSRA 


Details will be released 
. Sandler of Boston, chairman 
Clark Miller, Margaret Jerrold, Inc., color 


rd-Rellin, silhouette and pattern chairman; 


Z. Albert Joseph, Joseph Shoes, presiding; Arnold Sommers, Capezio, Inc., low-heel 
fashion chairmen, and Edward J. McDonald, executive vice-president of NSRA. 





patterns. Materials include, besides 
calf, patent leather and luster, sev- 
eral attractive fabrics. Among these 
are a loose serge weave and a petit 
point. 

* 

The importance of color for spring 
was strikingly illustrated in recent 
showings at Delman and I. Miller, 
in New York. Pink was featured at 
the Delman Salon, Suggested as the 
“newest of neutrals,” for wear with 
all fashion apparel colors, it was on 
display in all shapes and types of 
shoes. Evening shoes had pink bead- 
ing, jeweling and nailheads on glow- 
ing pink materials. 

At I. Miller the featured color fam- 
ily was the frosty and milky créme 
de café blends. These range from the 
pale off-white café bisque to the 
medium neutral café frappé and the 
warmer but medium café espresso. 
Shoes in these colors covered a wide 
range of types, toe characters and 
heel heights with emphasis on lower 
heights, 19/8 and down. Wineglass 
heels were presented for late day. 

A new group of “Mobiles” walking 
shoes—-on new last with new stitched 
shanks—by David Evins was intro- 
duced for I. Miller stores. 


MARKETING 


Suburban centers help 
downtown stores: survey 


Suburban shopping centers have 
helped rather than hurt the down- 
town stores, according to a survey 
made public by the University of 
Connecticut. 

The report indicates that: (1) 
shopping -center stores, carrying 
lower-priced merchandise, have 
forced city-center stores to grade up 
their lines with a resulting profit 
advantage; (2) suburban stores have 
left the fashion business to down- 
town, and (3) suburban competition 
has resulted in lower downtown 
rents. 

The report found no discrimina- 
tion against small stores in suburban 
shopping centers but disclosed that 
many small operators do not have 
the credit facilities offered by the 
big chains. Often they fail to meet 
established requirements of the de- 
velopers. 

The survey was made with the co- 
operation of the Small Business Ad- 
ministration. 
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Discounters claim third 
of department store sales 


Discount department store sales in 
1960 represented nearly one-third of 
all department store volume, accord- 
ing to one _ discount executive. 
Stephen Masters, president of the 
Masters discount chain and head of 
the National Assn. of Discount Mer- 
chants, made the claim in an address 
before the Marketing Executives 
Club of New York. 

He said discounters had a volume 
of about $5 billion for the year. Of 
this total, sales of three major dis- 
count department stores, Masters, 
E. J. Korvette and Two Guys from 
Harrison, represented about $320 
million, he added. 


K-P moves baby shoes 
in self-service package 


A self-service baby shoe box has 
been developed by K-P Shoe Co., 
Inc., Portage, Wis., and is now be- 
ing used in the Savon chain of Cal- 
ifornia drug stores and other retail 
outlets. 

The box, de- 
signed for the 
“Mother’s Best” 
brand of soft- 
soled baby 
shoes, features 
a clear window 
that shows off 
the shoes. In addition it is printed 
with a size selector, cleaning in- 
structions and a sales message. 
There is also a top-of-the-box con- 
gratulations card which spurs im- 
pulse sales as a gift item. 

A punched tab allows the re- 
tailer to hang the box on a self- 
service, spike-type rack. Inside the 
box, K-P Shoe Co. is packaging the 
shoes with a size slip parents can 
use in checking their children’s 
foot size. 


Chains did better in Feb. 


After a dismal January, four lead- 
ing shoe chains showed a composite 
sales increase of 2.3 per cent for 
February. Their volume picked up 
in the latter part of the month after 
bad weather in the beginning. The 
increase, however, was not enough 
to offset the larger number of units 
in operation, in comparison with 
1960. 
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For February, National Shoes’ 
sales were up 11.4 per cent, Kinney 
2.4 per cent, Edison, 2.1 per cent, and 
Melville 0.6 per cent. 


At first, imports only— 
now, domestic lines too 


Berolina Continental Footwear, 
which opened in downtown Milwau- 
kee four months ago with European- 
made quality shoes for men and 
women, now is adding several do- 
mestic lines to its stock. 

Manager Jerry Namerow ex- 


plained: “In the Midwest we feel we 
can use domestic merchandise. 
People here like to buy what they 
are sure of. Apparently a lot of them 
are not so sure that imported shoes 
will wear as well as the domestic 
brands.” 

The store is operated by Berolina, 
Inc., New York, which also has out- 
lets in New York City (at Madison 
Ave. and 86th St.) and in Ridge- 
wood, Queens, N. Y., both specializ- 
ing in imports. Plans are in the 
making for a store in Chicago, pos- 
sibly another one in Detroit. 





Soles can be lighter 








if they're VOTAN 


INDEPENDENT and intensive testing on 
National Bureau of Standards type abra- 
sion machines show far greater durability 
of VOTAN over most synthetic solings and 
conventional oak-tanned leather. 


RELATIVELY THINNER VOTAN leather 
soles outwear other bottom stocks that 
are far heavier in weight. There is more 
wear per iron in every single VOTAN 
leather sole. 


THIS IS A KEY ADVANTAGE in selling 
men’s Continental styled shoes as well as 
women’s high-fashion cements, where a 
light look, trim edges and flexibility are 
essential. Customers recognize the differ- 
ence in wet weather. They have dry feet 
and safe traction. 


VOTAN leather soles are well-worth 
specifying in your orders. 


THE SUPER 
LEATHER SOLE 


VIRGINIA OAK TANNERY, INC. 
27 SPRUCE STREET, NEW YORK 38, N. Y. 


Tannery: Luray, Va. 
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EDUCATION 


The shoe fitter’s status: a plan to revive it 


Of the approximately 130,000 re- 
tail shoe salespeople in the U. S., not 
more than 20,000 could qualify as 
genuine shoe fitters on the basis of 
knowledge, experience and technique. 
It’s time for shoe business to sepa- 
rate the pros from the imposters, 
the qualified from the hacks, and 
raise shoe fitting to the professional 
level it has long deserved. 

This was the theme of a talk by 
William A. Rossi, executive editor of 
the Boot AND SHOE RECORDER, at the 
fourth annual Shoe Salesmen’s 
Clinic, March 22 in Washington, 
D. C. Nearly 100 retail salespeople 
trom shoe stores throughout the 
metropolitan Washington area were 
on hand. 


Fitter is losing prestige—‘Shoe 
business has fallen far short of its 
obligations,” Rossi said. “It fails to 
give proper recognition to qualified 
shoe fitters, and hence has seen the 
fitter steadily lose esteem in the 
public eye. 

“Today we see more and more 
people willing to self-fit themselves 
in self-service stores in the belief 
that they can fit as well as the 
average salesman. And unfortu- 
nately, in a large share of cases 
these consumers are right. But a 
greater misfortune is that the con- 
sumer has not been made to dis- 
tinguish between a shoe salesman 
and shoe fitter. The fault belongs 
to shoe business itself—and it is 
finding itself now paying dearly 
for its sins of omission.” 


No standards of fitting — The 
irony, Editor Rossi said, is that 
while America makes and consumes 
40 per cent of the world’s shoes, its 
shoe industry has no recognized 
standards of shoe fitting, and no 
industry-sponsored shoe-fitting pro- 
gram. Canada, Russia and various 
European countries, all with much 
smaller shoe industries, have such 
industry-sponsored programs in op- 
eration. 

Shoe fitting procedure and know)l- 
edge today is little more advanced 
than it was a century ago, Rossi 
declared. The only saving grace is 
that today’s shoes are designed 


with better inherent fitting quali- 
ties. 


No appeal to young—‘“While shoe 
business bewails the lack of inter- 
est among young people to enter 
retail shoe business,” Rossi noted, 
“it has given no occupational sta- 
tus-appeal to the role of shoe fit- 
ting, where these young people 
must start. The role of ‘shoe clerk’ 
holds little attraction for the am- 
bitious young.” 

The speaker urged an industry- 
sponsored study of shoe fitting, fol- 
lowed by an_ industry-sponsored 
shoe fitting course and program. 
Certified shoe fitters would have 
recognized status in the industry, 
he said, with higher compensation 
and other rewards. This would add 
much to the prestige of the sales- 
person, the store and the industry 
as a whole. 


NRMA sets shoe seminar 
for department officials 


A seminar designed to help execu- 
tives improve the sales skills of shoe 
personnel in department and _ spe- 
cialty stores will be held by the Na- 
tional Retail Merchants Assn. May 
3 to 5. 

Seymour Helfant, manager of 
NRMA’s Smaller Stores division, 
said the lectures and discussions will 
cover selling techniques, correct fit- 
ting, shoe construction, leather, mea- 
suring techniques, foot structure and 
the proper handling of complaints 
and adjustments. The seminar will 
show supervisors how to transmit 
this information to salesmen so that 
they can provide better service to 
customers, Helfant said. 

“Material covered in the seminar 
will show how to help sales person- 
nel gain the confidence of the cus- 
tomer for repeat business as well as 
fashion selling,” he added. 

The NRMA seminar has been 
planned to coincide with the Popular 
Price Shoe Show, which will be at- 
tended by many shoe department ex- 
ecutives. Guest lecturers will par- 
ticipate and lectures will be supple- 
mented by displays. 

Sessions will be held from 9 a.m. 





to noon and from 1:30 p.m. to 4:30 
p.m. on the three days. Registration, 
open to all executives whose back- 
grounds enable them to carry on the 
work, is $100 per person. 


OPENINGS * EXPANSIONS 


Leased shoe department 
is drawing card at ‘Fair’ 


The combination of self-service 
and discounting scored again in 
Houston with the pre-Easter opening 
of Mangel Corp.’s second Shoppers 
Fair in that city. The 60,000-sq.-ft., 
open-door department store features 
a 3,500-sq.-ft. shoe department 
leased by Spencer Shoe Corp. of 
Boston. 

Shoes and the shoe department 
are an important drawing card. 

The department is said to be 
one of the larger discount operations 
leased by Spencer. Facing a line of 
checkout stations and arranged to 
facilitate serve-yourself shopping, 
the section stocks shoes for the 
family at 77¢ to $13.67. 

The women’s dress shoe section 
is arranged like a salon. A 10 x 20-ft. 
open area is surrounded on three 
sides by tiered racks. In the center 
are two rows of five chairs each 
placed back to back, rug runners, 
and small floor mirrors. 

Basics predominate, but there is 
more diversity of style and color 
than the original Shoppers Fair has 
been offering [| RECORDER, Jan. 15]. 
The new store is at the Old Spanish 
Trail-Scott St. intersection, the other 
one at 4412 N. Shepherd. 

George Furness is area shoe sup- 
ervisor for Spencer. 


Chicago Walk-Over unit 


revamps lighting, colors 


Walk-Over has remodeled its first- 
floor shoe salon on Chicago’s busy 
State Street, providing a color 
theme and lighting level best suited 
to comfortable shopping surround- 
ings. 

The ceiling is an off-white and 
the walls are beige. The molded 
plastic chairs are in pastel peach 
and turquoise. A slipper and hand- 
bag bar in the rear has an oak- 
paneled backdrop. The carpeting is 
a moss green twist. 

The lighting, which is obtained 
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from a series of hidden shielded 
spots from the ceiling, provides 
correct candlepower in every part 
of the room without glare distrac- 
tions, management says. 

Store manager Vernon Singer, 
invited the public to see the re- 
modeled unit with an announcement 
mailed to 1,000 customers 

o e € 

National Shoes, Inc., held recent 
store openings in the Astoria sec- 
tion of Long Island City, N. Y. (at 
22-30 31st St.); the Shoppers Fair 
Plaza, Bridgeport, Conn., and the 
Depew-Lancaster Shopping Center, 
Depew, N. Y., five miles east of 
Buffalo. 

e * 2 

Baker’s QualiCraft Shoes opened 
its first New Mexico unit in the new 
Winrock Shopping Center at Albu- 
querque. The 42-store, landscaped 
center also contains a Thom McAn 
store and the Paris Shoe Store, the 
third store opened in Albuquerque 
by the Mateucci family. 

a . e 

Hills’ Shoe Store, a 17-year-old 
firm in Spokane, Wash., announced 
plans for a branch in the North- 
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town Shopping Center. The own- 
ers, Mr. and Mrs. Kenneth Jerauld, 
said the new unit will be a family- 
type operation. The downtown store 
carries men’s and women’s lines. 
e e a 

Foley’s downtown Houston de- 
partment store has added a student 
shop to serve young men 13 to 20. 





Shifting filler in ordinary shoes 
(left) causes lumps and ridges. 
Pied Piper process (right) elim- 
inates filler . . . shoes stay 
smooth, flexible, comfortable. 


Pied Piper design elim- 
inates “growing-room- 
guesswork.” Ordin- 
ary lasts (left) crowd ~ 
and pinch toes. Pied © 
Piper lasts (right) 
permit toes to fall — 
_into natural position — 
+ + + growing room — 
is built-in. 


Eye-catching fixtures display spring stock in remodeled Walk-Over Salon in Chicago. 










The fourth-floor section handles 
“everything a student’s wardrobe 
needs . yet within the price 
range of his clothing budget.” In a 
Sunday advertisement announcing 
the opening, the store pictured four 
styles of students’ shoes: three 
slipons and an oxford, priced from 
$9.95 to $11.95. 


EVERY 
STEP OF THE WAY... 


Pied Piper is there .. . 
from tot to pre-teen... 
the one complete line of 
children’s shoes with exclu- 
sive design and construc- 
tion features making every 
Pied Piper shoe extra 
special . . . in fit, com- 
ort and wear. Only 
Pied Piper builds 
more value into 
the shoe . . . for 
faster sale, bigger 
profits for fran- 
chised dealers. The 
demand market for 
Pied Pipers is tre- 
mendous .. . and it’s 
getting bigger every 
day. Sell the best... 
write today for 
complete Pied 
Piper catalog. 


| ( 
, Distinguished Juvenile Shoes 
Pied Piper Shoe Co. 
Wausau, Wisconsin 
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MANUFACTURING NEWS 





Power of volume distribution is industry's 
dominant influence, Watson tells tanners 


The increasing economic strength 
of volume distribution has become 
probably the most significant in- 
fluence in the shoe industry, accord- 
ing to Merrill A. Watson, executive 
vice-president of the National Shoe 
Manufacturers Assn. 

The power of the volume distribu- 
tion forces endangers the future 
of branded merchandise versus un- 
branded, and strongly affects pricing 
and merchandising policies, he in- 
dicated. 


The industry’s woes — Watson 
addressed the spring meeting of 
the Tanners’ Council of Amer- 
ica in Boca Raton, Fla. In a 
probing discussion of the industry’s 
“facts of life,” he pointed to the 
sharply competitive nature of shoe 
business, the low rate of return on 
sales and invested capital, and 
particularly the accelerating split 
between branded and unbranded 
manufacturers. The branded pro- 
ducer faces shrinking markets, 
tough competition and expensive- 
to-operate factories, he indicated. 

These trends have long-run sig- 
nificance for tanners, Watson said, 
and failure to recognize the current 
meaning of volume distribution 
would be to ignore a fundamental 
change. He said it is up to the 
individual shoe manufacturer and 
the individual tanner to take action 
to meet the sweeping changes in 
volume distribution. He also called 
for a closer manufacturer-tanner 
relationship. 


Glass agrees—Watson’s views 
gained support from Irving R. 
Glass, executive vice-president of 
the Tanners’ Council. He said the 
power of volume distribution in 
the shoe industry is not merely 
an interesting economic picture 
but the dominant factor in the 
cost and price forces of the market- 
place. 

“We may find it paradoxical that 
price makes cost,” he remarked, 
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“but that is the compelling fact 
of our times in this industry.” 
And Glass told the convention that 
the leather industry cannot afford 
to have the buyer running things. 


MARKETING 


Genesco forms instock 
division for men’s, boys’ 

A new Genesco division, the Hill- 
wood Shoe Co., will distribute men’s 
and boys’ footwear on an instock 
basis, to retail in the low-to-popular 
price range. Hillwood’s first shoes 
will be shown to the trade “some- 
time this year,” Genesco said. 

Division headquarters will be in 
Nashville, Tenn. The shoes will be 
manufactured at existing Genesco 
plants, but later the company may 
devote one factory to- this line 
exclusively. 

W. T. (Tom) Bowers, a veteran 
of 30 years with Genesco in manu- 
facturing and distribution, will be 
vice-president and general manager 
of Hillwood. For several years he 
has been vice-president and general 
manager of another Genesco divi- 
sion, Dominion Shoe Co. in Nash- 
ville. 

Replacing him there will be John 
Bracewell, former manager of Do- 
minion’s eastern division in New 
York. 

Bowers said the new division will 
start with sales representatives in 


JOHN BRACEWELL 











six southern states, then develop 
its distribution steadily to a national 
basis. Principal markets, he added, 
will include the small retailer, de- 
partment store basements and dis- 
count houses. 


Thomas Gallagher quits 
Frankel Organization 


Thomas E. Gallagher has severed 
his connections with the J. Harry 
Frankel Organization, New York 
importers. For a 
year Gallagher 
had been the 
American distrib- 
utor of three Ital- 
ian-made lines im- 
ported by Frankel: 
Avenza, Franzini 
and Botticelli 
shoes. 

Earlier he was 
president of the 
THOS. GALLAGHER former Cellini 
Shoes, a Philadelphia manufac- 
turer, and before that he was with 
Joyce, Inc., for about 10 years. He 
has also owned several family and 
children’s shoe stores. 

With his wife, Sylvia Hamilton 
Gallagher, he is taking a three-week 
vacation-and-business trip to the 
Leeward Islands. Gallagher said 
he planned to consider a possible 
business connection there. 


Musebeck retailers meet 


with officials for clinic 


Musebeck Shoe Co. officials and 
salesmen met with four of the com- 
pany’s retailers in the first con- 
ference of a series planned to benefit 
both manufacturer and merchant. 
The objective: “to establish better 
coordination and impact of produc- 
tion, distribution and merchandising 
in reaching the consumer.” 

The initial session in Oconomowoc, 
Wis., took the form of an “idea 
clinic” on styling, promotions and 
merchandising ideas. 

On hand were Joe Phillips of the 
Foot-so-Port Shoe Store, Pittsburgh; 
Marty Lewis, Lewis Bros., Joliet, 
Ill.; A. J. Sprague, Sprague’s Foot- 
so-Port Shoes, Des Moines, Iowa, 
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and Jack Hillman, Foot-so-Port Shoe 
Store, Milwaukee. Their hosts in- 
cluded George Dame, Midwest sales- 
man; Robert Conover, Michigan 
representative; M. L. Kepple, Central 
States salesman, and two company 
executives, President W. W. Galla- 
her and Vice-President (in charge 
of production) John Boehm. 


Wolverine facility opens 


Wolverine Shoe & Tanning Corp. 
has opened large new warehouse 
facilities in Newark, N. J., for 
its Hush Puppies casual line and 
new lightweight work shoes. The 
company said the new warehouse 
provides the advantage of over- 
night shipment to New England 
and the rest of the eastern sea- 
board. 


Institute set for Miami 


Tentative plans to hold the Na- 
tional Shoe Manufacturers Assn.’s 
next Market Research Institute on 
the West Coast have been shelved. 
Instead the Institute is planned for 
Sept. 21-22 in Miami Beach, preced- 





ing the National Shoe Fair. 
NSMA’s Market Research and 
Statistical Committee aims to hold 
its next few meetings in areas of 
large population growth, to permit 
shoe market researchers to obtain a 
closeup picture of such development. 


Rooney named chairman 
of distribution seminar 


Francis C. Rooney, Jr., vice-pres- 
ident of Melville Shoe Corp., New 
York, has been appointed chairman 
of a distribution seminar to be 
held marinas the eighth annual NSMA 
Marketing and 
Distribution Man- 
- agement Meeting 
(formerly the 
Merchandising 
Clinic). 

John B. Rein- 
hart, Jr., president 
of Trimfoot Co., 
Farmington, Mo., 
is chairman of the 
M&DM Meeting. It 
will be held June 
18-20 at the Statler-Hilton Hotel, 


C. ROONEY, JR. 





New York. 

The distribution seminar will 
highlight two specific questions 
which the shoe manufacturer and 
retailer must answer in the coming 
months: 

® What do we know about today’s 
market and how can we best use 
this information? 

© How can we analyze tomorrow’s 
market and take advantage of the 
information? 

Two fast-growing areas which 
the seminar will examine are free- 
standing highway stores and the 
closed- and open-door promotional 
department stores and dry goods 
supermarkets. How the independent 
will be affected by these develop- 
ments will be explored extensively. 
The seminar will seek to show 
how and where the independent 
can open new shoe outlets and what 
costs he can expect. 

The accent of the distribution 
seminar will be on changes occur- 
ring in distribution trends today, 
possibilities for tomorrow, and how 
shoe management can best adapt 
its operations to these changes. 
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Evelyn Mandl! Schiess, who has 
spent more than a decade in ob- 
serving, reporting, criticizing and 
promoting fashion trends, has be- 
come women’s fashion editor of 
Boot AND SHOE RecorpeR. She 
brings to the RECORDER unusually 
broad and varied experience rang- 
ing from designing room to selling 
floor, from high-fashion to mass- 
market promotion. 
Mrs. Schless, a New Yorker, will 
direct the magazine's coverage of 
the women’s field. Starting April 
15, her bylined column will appear 
in every issue. Her feature articles 
| on fashion trends will be published 
regularly. 
~ 

Mrs. Schless has worked as a 
fashion editor on Glamour maga- 
zine, Modern Bride and Simplicity 
Magazine and the authoritative 
Tobé Report. She has been fashion 
coordinator of Oppenheim Collins, 
Kresge Newark and Stern Broth- 
ers; a sportswear designer and a 


long-time member of the Fashion 
Group, and a frequent guest on ra- 
dio and television programs. 
Born in Austria, Mrs. Schless 
was educated in ; sama Se 
England and the 
Continent. She 
came to New 
York in 1943, 
went to work for 
Lord & Taylor 
and Bloomingdale 
Brothers as an 
executive trainee. 
Her introduction 
to footwear came 
as associate fash- 
ion editor of Glamour, covering the 
shoe and other accessory markets. 
Mrs. Schless takes a deep interest 
in the shoe business—a result, she 
says, of her days on Glamour when 
she was impressed by the fashion 
consciousness of major manufac- 
turers, their readiness to adapt new 
styles and colors, and their willing- 
ness to work closely with editors 







EVELYN SCHLESS 


Fashion authority Evelyn Schless joins the Recorder staff 


in developing fresh trends. 

Mrs. Schless calls the women’s 
shoe business “the most challenging 
and exciting facet of today’s fash- 
ion world.” 


’ 


“Women today,” she says, “are 
not only more fashion-conscious but 
more shoe-conscious than ever be- 
fore. As they travel more and lead 
ever more varied lives, this will 
become increasingly true. To be 
well dressed today, the busy Amer- 
ican woman recognizes that she 
needs a full shoe wardrobe that 
must be constantly replenished. 
More and more, she knows the look 
she wants in shoes. She isn’t buy- 
ing anything she can find; she 
looks until she finds what she 
wants, whether from a European or 
domestic resource. 

“This situation presents manu- 
facturers and retailers alike with 
a tremendous challenge if they are 
to keep their share of the fashion 
market.” 





PRODUCTION 
Changes in constructions linked to outside forces 


Changing trends in shoe construc- 
tions are not at all influenced by de- 
cisions within shoe factories but 
are governed by outside forces, 
sometimes having no direct relation 
to shoes, according to William A. 
Rossi, executive editor of BooT AND 
SHOE RECORDER. 

Speaking before the Massachu- 
setts South Shore division of the 
New England Shoe Foremen and 
Superintendents’ Assn., March 23 
at Brockton, Rossi said the pace of 
change in shoe constructions would 
be even greater in the 1960s than 
in the 1950s. 


Construction trends — Rossi out- 
lined in detail a number of the key 
influences affecting shoe construc- 
tions. Style change has proved a 
potent force. It did much to re- 
duce the hand-turned construction 
from 7 per cent of all constructions 
in 1935 to virtually zero today; and 
the McKay process from 22 per cent 
to less than 2 per cent. 

The Continental influence of re- 


~ 
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cent years, with its movement to- 
ward lighter, more flexible shoes, 
has increased the percentage of 
men’s cement shoes at the expense 
of Goodyear welts. The influence 
of fashion in the children’s field 
over the past decade has resulted 
in a cutback of stitchdown con- 
structions with a corresponding rise 
in cemented types. 

Changing living habits, with the 
mass population movement toward 
the suburbs, have brought a heavy 
influx of casual living and go-with 
casual clothing. As a result, the 
casual shoe has brought rise to 
slip-lasted and cemented construc- 
tions. 


A new “balance”—The “balance 
of power” in shoe constructions has 
changed radically over the past 20- 
25 years, said Rossi. In 1935 the 
Goodyear welt, stitchdown and Mc- 
Kay processes represented 71 per 
cent of the constructions, com- 
pared with only 25 per cent today. 
In 1935 the cemented construction 


comprised only 15 per cent, but 
today it represents 55 per cent. 

Relative newcomers a decade ago 
were the lockstitch and prewelt 
constructions, but today they com- 
prise nearly 10 per cent of construc- 
tions. 

Two important constructions to 
watch in the Sixties, said the speak- 
er, will be the vulcanized and in- 
jection - molded processes. Even 
newer molding methods will make 
their bow, influenced by economic 
factors and the availability of ma- 
terials suitable for such processes. 


“Look outside”—Said Rossi, “In- 
side factory management men must 
take more frequent looks at the out- 
side world where these influences 
start and seep back to affect the 
structural makeup of shoes. The 
in-plant executive of today must 
not only be more alert but must 
have a broader knowledge of all 
phases of the industry and the 
forces which influence it. 

“We have reached a point where 
the age of specialization must be 
properly balanced by the age of 
generalization.” 
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Genesco expects to boost 
output by 9 million pairs 

Genesco, Inc., expects to increase 
its footwear production by about 9 
million pairs within four years, 
Board Chairman W. Maxey Jarman 
said. The company is currently 
producing about 29.1 million pairs 
a year, according to a RECORDER 
estimate. 

Addressing the annual stockhold- 
ers’ meeting, Jarman said Genesco in 
1960 was responsible for 20 per cent 
of all footwear patents filed with the 
U. S. government. 

“We feel we are in the best, 
strongest position with the greatest 
potential we have ever had,” Jarman 
reported. “We now have an estab- 
lished position not only in the foot- 
wear industry but also in the wo- 
men’s foundation garment business, 
women’s lingerie and men’s clothing 
business.” 

Jarman said new business, in dol- 
lars, in the first two months of 1960 
was up about 7 per cent over 1959. 
In units it was up about 11 per cent, 
he said, because average prices were 
lower. 

Genesco’s chairman also said the 
company is currently “experimenting 
with new credit to offer to our re- 
tailers and through them to the pub- 
lic.” 


Michigan professors due 
at Management Institute 


Six University of Michigan pro- 
fessors will take part in the Ad- 
vanced Factory Management Insti- 
tute April 19 in the Netherland Hil- 
ton Hotel, Cincinnati. The Institute 
will be held the day before the North 
American Factory Management Con- 
ference opens at the same hotel. 

The professors will present mate- 
rial on work simplification, problem 
solving, plant layout, motivation and 
incentives, small plant management 
in Japan, and personnel policies. In 
charge will be Prof. Wyeth Allen, 
chairman of the Department of In- 
dustrial Engineering, College of En- 
gineering, at the university. 

In addition Ben Seligman, labor 
counsel of the National Shoe Manu- 
facturers Assn., will talk on “Prob- 
lems in Industrial Relations.” 

The lectures and discussions will 
be open to executives with the rank 
of superintendent or higher. In the 
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belief that all who attend are fa- 
miliar with normal management pro- 
cedures, the program will aim at 
higher levels of management tech- 
niques than in former years. 

Fee for the session is $25. 


Superintendents to hear 
about technical advances 


A forum on “Latest Technical De- 
velopments for the Shoe Industry” 
will highlight the 14th annual con- 
vention of the North American Shoe 
Superintendents’, Foremen’s and Al- 
lied Trades Assn., April 14-15 at 
the Hotel Sterling, Wilkes-Barre, 
Pa. A question period will be in- 
cluded. 

The forum is scheduled for 3 p.m. 
on Saturday, April 15. Saturday eve- 
ning, Mayor Frank Slattery of 
Wilkes-Barre and Congressman 
Daniel J. Flood (Dem., Pa.) will be 
guests at a banquet concluding the 
convention. 


Carroll’s in bigger plant 


Reversing the current theme of 
retrenchment in the Los Angeles 


area, Carroll’s Footwear, Inc., 
Santa Monica, has moved into a 
new, 10,000-sq.-ft.. manufacturing 


plant in Los Angeles. President 
Ben Samelson said growing volume 
made the move necessary. 

The new plant at 1116 E. Pico 
Blvd. contains almost three times 
the space of the old location. The 
firm makes women’s high-style and 
novelty footwear. 


Prison output: million prs. 


Inmates of prisons produced 1 mil- 
lion pairs of shoes in 1958, the Cen- 
sus Bureau says. These shoes were 
valued at $5.7 million. All were chan- 
neled into government use, with the 
Defense Department an important 
customer. 


80¢ shoes for Ghana 


The government of Ghana is 
building a factory capable of pro- 
ducing 800,000 pairs of plastic 
shoes a year, according to a report 
from Accra, the capital. The shoes 
are expected to retail at not more 
than 80¢ a pair, and some styles 
will be even cheaper. 





Drew shoes simply out-perform 
others with — 


Fresh, imaginative styling 


Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Extra sales and profits at the volume 
price in the quality field 


Special financing help available 
Many doctors recommend our basic shoes 
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TRANSACTIONS 
Edwin Clapp merges with French, Shriner 


French, Shriner & Urner, of Bos- 
ton, and Edwin Clapp & Son, Inc., of 
nearby East Weymouth, Mass., two 
of the country’s oldest manufactur- 
ers of fine men’s shoes, have merged. 
Combined manufacturing facilities 
will be at French Shriner’s Boston 
plant. 

In announcing the link, Richard 
W. Shriner, president of French 
Shriner, and Edwin Clapp Lincoln, 
Jr., president of Edwin Clapp, said 
combining the equipment and crafts- 
manship of both companies “will re- 
sult in the finest quality men’s shoes 
available today.” The two firms rep- 
resent 189 years of shoemaking ex- 
perience. 

The Edwin Clapp line will be con- 
tinued under the direction of Edwin 
“lapp Lincoln, Jr., and his father, 
Edwin, Sr. In the field, L. H. Billett 
and the present Edwin Clapp sales 
force will represent the line. 

Edwin Clapp’s patterns, lasts and 
dies, as well as the recently acquired 


what's the price of 
customers these days? 


Ever consider the cost of a new 
customer? The time, effort, ex- 
pense of luring him into your store. 
Transient shoppers, with no loyalty 
for any one retailer, make the 
average cost out of proportion to 
the sale. 





Repeat customers lower the 
average cost and mean 
greater profits. The aston- 
ishing increase in Foot-So- 
Port sales is based on “re- 
peat” business. We like these 
customers. You will too... 
for years. 


“The only shoe of its kind in America” 
FOOT-SO-PORT SHOE CO. occonomowoc, Wis. 














E. C. LINCOLN, JR. RICHARD SHRINER 


Matrix patterns, will be transferred 
to the French Shriner factory. 


Textron acquisition of 
Freeman Shoe cancelled 


The proposed acquisition of Free- 
man Shoe Corp., Beloit, Wis., by 
Textron, Inc., highly diversified in- 
dustrial firm, has been cancelled. 
At a meeting in mid-March, Freeman 
stockholders failed to ratify the 





transaction, Freeman directors had 
endorsed the acquisition earlier. 


At Textron’s Providence, R. L., 
headquarters, a spokesman said the 
company did not plan to make any 
new offer for Freeman. In Beloit, 
William E. Freeman, company presi- 
dent, confirmed that the deal was 
cancelled. He said no further moves 
toward a linking of the two compa- 
nies were planned. 

“As far as we know, our plans 
are to run a shoe business,” Mr. 
Freeman added. 


Terms of the proposed transaction 
were never made public, but it was 
believed to involve an exchange of 
stock. 


Freeman manufactures high-grade 
men’s shoes and distributes its lines 
through men’s apparel stores, shoe 
stores and department stores. In 
discussing the company’s immediate 
prospects, William Freeman said 
retail business had improved in 
recent weeks and orders from Free- 
man dealers were “significantly en- 
couraging.” He was _ particularly 
optimistic about prospects for the 
second half of 1961. 
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Introducing the Stagline. . . by 








1160 Slip-on 


Check the newest members of Quoddy’s popular 
STAG line. Two-eyelet woman’‘s oxford features 
bellows tongue, British Seam. Self-lined with 
STAG, also stiff counter. Walking’s fun on wedge 
crepe sole and leather-wrapped foam insole. Buck 
Tan and White, 4% to 10, $4.65. Also available 


PORTLAND 4, MAINE 
write today for catalog of 150 styles, sizes, colors 


UODDY 


)” Moccasins 
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Unlined STAG slip-on spot- 


UODDY lights modified toe, square 
Moccasins plug and British Seam. Leather- 


wrapped insole, crepe wedge 
sole. Buck Tan only, 442 to 10, 
$3.60. 
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Machine tool maker buys 
Jay-Thomas Footwear 


Jay-Thomas Footwear, Inc., Mil- 
waukee producer of men’s and wo- 
men’s bedroom slippers and chil- 
dren’s novelty slippers, has been 
purchased by J. M. Nash Co., Inc., 
a machine tool maker which is cur- 
rently diversifying. 

Arnold F. Firle, executive vice- 
president of the Nash firm, will 
head up the new subsidiary. Jack 
Bartzen will continue as vice-presi- 
dent and general manager of Jay- 
Thomas. His former partner, Tom 
Dallman, is no longer connected 
with the firm. 

To expand the Jay-Thomas oper- 
ations, Nash has moved the firm 
from its former 8,000-sq.-ft. quar- 
ters to a 20,000-sq.-ft. site at 2360 
N. 30th St., Milwaukee. Jay- 
Thomas’ trade names include Basco, 
Jaywalker and Bali Hai. 

The acquisition is Nash’s second 
venture into the consumer goods 
field. It also owns and operates 
Canvas Products Co., Fond du Lac, 
Wis., a maker of gun cases and 
bowling bags. Another recent ac- 
quisition is Universal Motors, Inc., 
a major producer of small marine 
motors. 


FINANCIAL 
EJ again skips dividend 


Endicott Johnson Corp., Endicott, 
N. Y., will skip the common stock 
dividend that would normally be 
paid April 1. EJ also passed up its 
Jan. 1 dividend after losing $1.5 
million in fiscal 1960. The company’s 
directors, however, declared the reg- 
ular $l-a-share dividend on pre- 


ferred stock, payable April 1 to 

shareholders of record March 24. 
EJ in 1960 paid four dividends 

totaling $1.60 per common share. 


LITIGATION 


Brown defends franchise 
dealings at FTC hearing 


The Federal Trade Commission, 
which filed a 1959 complaint 
against Brown Shoe Co. charging 
restraint of trade and price fixing, 
resumed its hearings in St. Louis 
in mid-March. Testifying for Brown 
at a two-day session were fran- 
chise store operators, field men and 
company executives. 

Brown sought to show that a 
franchise store operator carried 
competing brands and charged 
prices both above and below those 
suggested by Brown. 

The government has alleged that 
Brown acted in restraint of trade 
by entering into franchise agree- 
ments with several hundred shoe 
store operators in 47 states under 
which the stores were barred from 
selling shoes made by Brown’s com- 
petitors. 

Further hearings are set for May 
15 and 16 in Dallas, and May 17 
and 18 in either Washington, D. C., 
or Philadelphia. 


MANAGEMENT 


Stein brothers to head 
Mutual and Queen City 


Martin Stein, who in February be- 
came vice-president in charge of 
sales for Mutual Shoe Sales Co., 
Manchester, N. H., has moved up to 


the presidency. Meanwhile, Barnet 
B. Stein has been elected president 
of Queen City Shoes, Inc., Man- 
chester, maker of branded footwear 
for women which is distributed by 
Mutual. 

Isador Stein, father of Martin and 
Barnet, has been elected chairman 
of the board of both companies. 
David Stein is no longer associated 
with either firm. 

Both Martin and Barnet Stein 
have been affiliated with the two 
companies since their organization. 
Martin Stein has long headed all 
sales and marketing activities for 
Mutual, and he will continue in that 
capacity. 

Barnet Stein, formerly treasurer 
of Queen City Shoes, in charge of 
factory operations, will remain as 
operating head of all manufacturing 
and quality control. 

In announcing the_ executive 
changes, Martin Stein said Mutual 
Shoe Sales will embark shortly on an 
expansion program in styling, mer- 
chandising and production. 


Savage named ISCO VP 


Laurence M. Savage, president of 
Savage Shoes, Ltd., Canada’s largest 
shoe manufacturer, has been elected 
a vice-president of 
International Shoe 
Co., St. Louis. He 
has been an ISCO 
director. since 
1954, when Savage 
Shoes became a 
subsidiary of In- 
ternational. 

The Savage firm 





operates nine 
plants making 
men’s, women’s LAURENCE SAVAGE 
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and children’s shoes. Its principal 
brands are Savage and John McHale. 

Savage Shoes set a new sales 
record in 1960 despite a general 
downturn in the Canadian economy. 


Gardiner Shoe lists three 
executive appointments 


Harrison J. Esser has been ap- 
pointed sales and merchandise man- 
ager of Gardiner Shoe Co., Inc., 
Gardiner, Me., ac- 
cording to George 
I. Shapiro, presi- 
dent. 

Esser was for- 
merly director of 
Town Squire divi- 
sion of Freeman 
Shoe Corp., Beloit, 
Wis. Prior to this 
he was vice-presi- 
dent of Danvers 
Shoe Co., Inc., Manchester, N. H. 

Richard H. Rubin, formerly 
Gardiner Shoe sales manager, has 
been elected a vice-president of the 
company. He will have headquar- 
ters at the Boston office. 

Keith A. Hemenway has been ap- 
pointed director of marketing. 





HARRISON J. ESSER 


LABOR 
Union loses at Ark. plant 


Employees of Lake Catherine 
Footwear, Inc., Hot Springs, Ark., 
voted 109-99 against affiliation with 
the United Shoe Workers’ Union, in 
a National Labor Relations Board 
election. The Lake Catherine firm 
wasfounded nine months ago by 
Connors & Hoffman Footwear, Inc., 
Littleton, N. H. 


NEW LINES 


Shallow scallop boot top 


introduced by Nocona 


A new shallow scallop top—with 
the scallop less deep than what the 
boot industry calls a California 





“The Snip" with “Nevada top” 


scallop —has been introduced by 
Nocona Boot Co., Nocona, Tex. The 
company calls the innovation the 
“Nevada top.” 

The new boot has a new slip 
nose last, according to Miss Enid 
Justin, company president, giving 
this styling the name of “Snip.” The 
boot is made with a plain tailored 
top of pine cone brown kip. The 
top has Nocona’s “Seamless Saddle- 
Side” construction, eliminating the 
vertical seam on the saddle side of 
each boot. 


MISCELLANY 
Boston golf tourney set 


The annual Boston Boot and Shoe 
Club golf tournament will be held 
Tuesday, June 6, at the Wollaston 


Golf Club, Wollaston, Mass. Francis 
L. Shea, chairman of the golf com- 
mittee and president of Barbour 
Corp., Brockton, Mass., said a record 
crowd of over 250 players is expected 
to tee off. 


U.S. Rubber gains patent 


for plastic inner layer 


Eight years after it first filed 
application, United States Rubber 
Co., New York, has been granted a 
patent on waterproof footwear with 
a cellular plastic inner layer, which 
the company says adds warmth 
without weight or bulk. U. S. Rub- 
ber markets such footwear under 
the Insulair brand name. 

C. William Pennington, vice-pres- 
ident of the company and general 
manager of its footwear and gen- 
eral products division, said the 
patent covers the manufacturing 
method as well as the product it- 
self. U. S. Rubber, which carried 
an appeal to the Patent Office tri- 
bunals during its eight-year wait, 
is prepared to license other makers 
of waterproof footwear to use the 
patent, Pennington said. 


Ornsteen to aid students 


Ornsteen Shoe Co., Haverhill, 
Mass., will award four $200 first- 
year scholarships to Haverhill’s new 
Northern Essex Community College, 
scheduled to open this September. 

Recipients, preferably two girls 
and two boys, are to be relatives 
of Ornsteen Shoe Co. employees. 
If this requirement cannot be met, 
recipients will be students with a 
parent elsewhere in the shoe in- 
dustry. 
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LEATHER * ALLIED NEWS 





Du Pont continues research on new upper, 
vows manufacturers won't be ‘guinea pigs 


The Du Pont Co. doesn’t plan to 
release its new shoe upper material 
to the industry until it’s sure of 
market acceptance. But the prod- 
uct is slated to reach the pilot plant 
stage this fall. 

This report was given to the All- 
Directors’ Congress of the National 
Shoe Manufacturers Assn. in Palm 
Beach, Fla., by William E. Kreuer, 
a divisional sales director for Du 
Pont. Kreuer said the company’s 
breathable polymeric upper, under 
development for a decade, is still 
in the hands of the research de- 
partment. It won’t be turned over 
to sales until Du Pont is certain 
that all factors related to the suc- 
cessful launching of a revolution- 
ary product have been thoroughly 
explored. 


No guinea pigs—‘“It is our desire 
to be in a position to assure you as 
shoe manufacturers that our prod- 
uct development and market re- 
search is so conclusive that you 
will not be guinea pigs in the 
launching of this product,’ Kreuer 
said. 

“We are doing a great deal of 
costly market studying,” he added. 


“It’s our intent also to trial mar- 
ket when the supply of material 
warrants,” Kreuer said. “Krippen- 
dorf studies on improved cutting 
yields are completed, and this in- 
formation will be contributed to 
your industry in due course.” 


Manufacturers assist — Twenty 
shoe manufacturers have taken part 
in Du Pont’s product development 
program, and more will be added. 

At present a study is under way 
to decide how the product will be 
distributed. The answer is not ex- 
pected for another year. A name 
for the material will be chosen in 
1962. 


The outlook?—What is the future 
of the material? The Du Pont up- 
per is not a substitute, a replace- 
ment or a plastic, Kreuer said, but 
an entirely new creation of chemi- 
cal research. It will compete with 
conventional materials, he said, but 
there will always be a substantial 
market for established, present-day 
products. 

Kreuer delivered a similar talk 
at a Palm Beach conference of the 
National Shoe Retailers Assn. 


Are tanners too concerned about substitute products? 


The president of the Tanners’ 
Council of America thinks his fel- 
low tanners are spending too much 
time worrying 
about the threat 
of leather substi- 
tutes. 

Addressing the 
Council’s spring 
meeting in Boca 
Raton, Fla., H. K. 
Dugdale suggest- 
ed that tanners 
take note of “cer- 
tain basic facts”: 

© “Industrial re- 
search and development is a long 
process. It is a far cry from hand- 
tooled laboratory samples to reli- 
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able volume production. 

e “Even if industrial output of 
a new product is feasible, the re- 
quirements of style alone can pre- 
sent a formidable hurdle.” Dugdale 
recalled the “immense variety of 
colors, textures, finishes and 
weights” offered by tanners at the 
iast Leather Show. 


“News and rumor”—TCA’s presi- 
dent said tanners recognize that 
the sharply rising leather prices of 
1959 were “an invitation to substi- 
tutes.”” Then in 1960, he said, “news 
and rumor from the chemical in- 
dustry” was a major concern of 
tanners. Instead of thinking about 
the future, some wondered how 


long they could stay in business. 

“The number of visitors from the 
industry to my industrial neigh- 
bors in Wilmington, Del., could fill 
this room,” remarked Dugdale. [He 
is president of Beadenkopf Leather 
Co., a Wilmington neighbor of the 
Du Pont Co., which is currently 
experimenting with a _ substitute 
upper material. | 


Bigger leather market seen — 
Dugdale urged tanners not to mini- 
mize competition but instead to take 
note of their “real strength.” Said 
he: “Ten years from today there 
will certainly be many new substi- 
tutes for leather, now unknown. 
But in 10 years, shoe production 
will exceed 750 million pairs an- 
nually, and the market for leather 
will be 25 per cent greater.” 

Last year, Dugdale noted, the 
Tanners’ Council hired an outside 
organization to make a pilot sur- 
vey that will help determine tan- 
ners’ strategy in meeting the chal- 
lenge of substitutes. 

“Instead of waiting for events,” 
said he, “we want to anticipate 
them and, if possible, capitalize on 
them.” 


Inventory consciousness — Dug- 
dale also told the Boca Raton meet- 
ing that the tanning industry’s vol- 
ume last year was off 6 or 7 per 
cent from 1959. But by other in- 
dustries’ standards, he said, tan- 
ners “did much, much better than 
average.” 

Dugdale lamented the extreme in- 
ventory consciousness among tan- 
ners’ customers. “Never before,” 
he said, “have customers been so 
unwilling to plan for their future 
requirements and so intent on buy- 
ing only what was absolutely nec- 
essary.” He stressed the need for 
tanner-manufacturer-retailer coop- 
eration in meeting this problem. 


Backlog of demand? — Dugdale 
also sounded an optimistic note 
when he said, “I venture the opin- 
ion that as a result of the past 
year a challenging backlog of leath- 
er demand has been steadily build- 
ing up.... Unless every precedent 
fails, the log jam will break in 
1961.” 





MARKETING 


June Allied Show theme: 
‘Profit Through Design’ 


“Profit Through Product Design” 
will be the theme of the Allied Shoe 
Products Show June 17-20 in the 
New York Trade Show Bldg. New 
lines for use in spring 1962 shoes 
will be on display. 

Irving R. Segal, general chair- 
man of the show, says footwear’s 
salability is increasingly dependent 
on decorative design (or fashion) 
and functional design (or perform- 
ance). Focus on modern product 
design will be reflected at the show 
in two ways, Segal says: 

* Fashion via materials — New 
leathers, fabrics, coated fabrics, 
and a number of new types of mate- 
rials for shoe uppers and linings. 
New developments in shoe orna- 
ments and trims. 

* Performance via components— 
This is the consequence of new 
technical developments in insoles, 
outsoles, counters, box toes and 
other shoe - structural products. 
New and improved machinery and 
devices will also be exhibited. 


Represents General Split 


General Split Corp., Milwaukee, 
has appointed two foreign sales rep- 
resentatives: the Koyo Bussan Co., 
Ltd., in Tokyo, and the Portex Trad- 
ing Co., in Melbourne. The Milwau- 
kee tanning firm has representatives 
in 16 foreign nations. 


FINANCIAL 


Amer. Biltrite net drops 


American Biltrite Rubber Co., 
Chelsea, Mass., reported a 4 per 
cent dip in net sales and a sharp 
drop in net earnings for 1960. Sales 
amounted to $67,804,569 compared 
with $70,393,714 in 1959. Net in- 
come was $1,545,099, or $1.01 per 
share, down from $3,016,925, or 
$2.09 a share. 


Vulcan may split stock 


A proposal for a 2-for-1 split 
of Vulean Corp.’s common stock will 
be submitted to stockholders at their 
annual meeting Apri! 10. President 
Joseph B. Reynolds said the in- 
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creased number of shares. “will give 
the corporation ability to expand 
through the use or exchange of 
shares should such an opportunity 
develop.” 

The Cincinnati company’s direc- 
tors also proposed increasing the 
authorized stock from 450,000 
shares of $1 par value to 1 million 
shares of 50¢ par value. 


MILESTONES 


Textileather marks 50th 
birthday, receives plaque 


The Textileather division of The 
General Tire & Rubber Co., Toledo, 
O., which supplies coated fabrics to 





John N. Richards (left), president of Toledo 
Area Chamber of C ce, presents Com- 
munity Award plaque to Jules D. Lippmann 
(center), general manager of Textileather. 
Watching is J. E. Powers, General Tire's 
vice-president, plastic operations. Cake in 
foreground provided dessert at luncheon. 





the shoe industry and other fields, is 
marking its 50th anniversary. 

To celebrate the event, the Toledo 
Area Chamber of Commerce honored 
the company for 50 years of leader- 
ship in the coated fabrics industry. 
Textileather was the recipient of 
a specially designed Community 
Award plaque. 

Textileather began in Newark, 
N. J., in 1911 as a producer of 
pyroxylin-coated fabrics used for 
upholstery by carriage makers, for 
bookbindings and various novelties. 
The firm has been a part of General 
Tire since 1954. Today Textileather 
offers a variety of coated fabrics 
in a wide array of patterns, de- 
signs and grains. 





TECHNOLOGY 


Butyl improves inferior 
soling, scientists are told 


Impregnation with butyl can im- 
prove inferior leather soles to the 
level of the best-quality standard 
soles, according to Navy researcher | 
Milton Bailey. He said the Univer- 
sal Leather Tester, a Navy develop- 
ment, revealed that under wet-wear 
conditions this improvement ranged 
as high as 74 per cent. Under dry- 
wear conditions, the leather im- 
provement reached 45 per cent. 

Bailey is associated with the 
Navy’s Research and Development 
Facility in Brooklyn, and is secre- 
tary of the Joint American Leather 
Chemists Assn. — American Society 
of Testing Materials Leather Com- 
mittee. He reported on hot butyl im- 
pregnation when this committee met 
in Philadelphia in mid-March. 

Bailey emphasized that sole leath- 
er wears most rapidly when wet. 
Leathers processed by a hot-dip 
butyl method resist wear and wet- 
ting better than  solvent-treated 
stock, he reported. In his experi- 
ments, the increase in durability av- 
eraged 63 per cent for all the hot-dip 
samples and 36 per cent for the com- 
posite test group. 

. 


Evaluating leather substitutes 


Another speaker at the Philadel- 
phia meeting was Dr. Fred O’Flah- 
erty, director of the Tanners’ Coun- 
cil Laboratory at the University of 
Cincinnati. He discussed test meth- 
ods used in evaluating synthetics 
used as leather substitutes. 

Dr. O’Flaherty cited three main 
areas of interest: serviceability, 
comfort and aesthetics. In the case 
of aesthetics, he said it is necessary 
to consider color, color combinations 
and color matching; feel or handling 
of the material; and the style of the 
commodity and the ability of the 
synthetic to adapt itself. 

“In the evaluation of synthetics 
we must consider the usual test 
methods used to evaluate leathers,” 
Dr. O’Flaherty said, “and, in addi- 
tion, consider perhaps some new test 
method as well as combinations of 
the established methods, plus some 
additional ones.” Often, he added, 
the evaluation “resolves into the 
matter of personal preferences.” 
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LITIGATION 


Federal judge dismisses 
Schwabe suit vs. USMC 


An antitrust violation suit against 
United Shoe Machinery Corp. has 
been dismissed by the U. S. Dis- 
trict Court in Brooklyn. Herman 
Schwabe, Inc., Brooklyn, had _ filed 
the treble-damage complaint in May, 
1957. 

The court’s action was taken on 
the ground that the Schwabe com- 
pany had not presented sufficient 
evidence to send the case to a 
jury on the charges alleged in 
Schwabe’s complaint. 

In pre-trial proceedings, Herman 


Schwabe, Inc., had specified its 
alleged damages as in excess of 
$2,500,000. 


MISCELLANY 


There’s a difference 
between paper and board 


The federal government’s recent 
interest in shoes and what’s in them 
points up some common misunder- 
standings that exist outside the 
trade over certain technical terms. 

The word “paper” has been es- 
pecially misused, both in and out 
of government. Only a very few 
shoes actually contain paper. And 
paper is certainly not synonymous 
with “paper board,” “fibre board’ 
or “shoe board.” 

In calling attention to the differ- 
ences between these terms, a leath- 
er fibre executive recently pointed 
out: “Paper is thin. Board is 
thicker. There are some cellulose 
fibre materials which are superior 
materials, better than most leather, 
which make superior shoes. Shoe 
board still another material, 
which may be made from cellulose 
fibre which is specifically engi- 
neered for particular use in partic- 
ular parts of particular types of 
shoes.” 
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Way Leather moves 


The Way Leather Co., Boston, 
has moved to larger quarters at 15 
East St., Boston, which officials say 
will enable them to service the shoe 
industry more efficiently. The com- 
pany has been supplying leather 
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cut soles to women’s and men’s shoe 
factories for over 45 years. In ad- 
dition Way Leather now distrib- 
utes other items to the industry, 
such as Disogrin toplifting and 
Norit style synthetic soling. 


Leather executive finds 
European prices higher 


A Boston tanning’ executive 
found leather prices in Europe 
“considerably higher than in the 
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U.S.” during a _ recent trip to 
France, Italy, Germany and Swit- 
zerland. He also noted “an impor- 
tant trend toward dressy calfskins 
for women’s shoes.” 

I. Robert Forrest, treasurer of 
South Leather Co., said the new 
high-fashion brown in Europe is 
a blackened brown together with a 
dark reddish brown. No single 
color predominates for fall, he 
added, but the darkened look in 
browns, reds and greens is espe- 
cially strong. 
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SHOE PEOPLE 





HE BEAT THE STORK: Early 
one March morning, Alfred Wexner 
of Wexner Bros., Memphis, Tenn., 
left a goodbye note for associates 
at the National Shoe Retailers Assn. 
directors’ conference in Palm 
Beach, Fla.: “Shirley’s in the hos- 
pital,” it said, “and I’m on my way 
there too.” With that he winged his 
way to Memphis just in time for 
the delivery of his third daughter. 
Though the arrival wasn’t expected 
for five weeks, mother and daughter 
are doing fine. 

. . . 

PLAQUES FROM PPSSA: Allan 
Foss of Lawrence Maid Footwear, 
Inc., and H. C. Levy of H. O. Toor 
Shoe Corp. were presented with 
plaques upon their retirement as 
chairmen of Popular Price Shoe 
Show committees. Foss headed the 
Women’s Casuals and Dress Flats 
Committee; Levy was chairman of 





ALLAN FOSS #. C. LEVY 


the Children’s Shoe Committee. 
Making the presentations was 
Myer Saxe of Kesslen Shoe Co., 
co-chairman of the PPSSA Fashion 
Executive Committee. 
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next promotion 
FRESH FROM HAWAII, 
AS LOW AS 10¢ EACH! 


The perfect way to say 
“Aloha” to the ladies, 
whose sales-deciding powers 
are no secret. Orchids may be individually 

boxed. Write now for complete price list. 


Flowery of Frawaii 





Retailer Russell Fougust (left) of Manitowoc, 
Wis., was prepared when Louis Belmont (age 
16, shoe size 18) stopped in while visiting in 
the area. Faugust had a pair of 18s made 
up for display six years ago, and had made 
a standing offer that anyone who could fill 
the shoes could keep them. Young Belmont's 
feet, bigger than Faugust's measuring de- 
vice, easily filled the shoes. 


QUARTER - CENTURY OF SER- 
VICE: Shoe Corp. of America in- 
ducted 12 employees into its 233- 
member Twenty-Five Year Club at 
ceremonies in Columbus, O. The 
new members are Philip Felger, a 
buyer; Robert E. Rees, return goods 
department; Ralph Sheron, ship- 
ping and receiving department 
head; Walter J. Andrus, Sr., Free- 
port, Ill., store manager; Gerson B. 
Chertoff, Youngstown, O., store 
manager; Mike Danzik, Toledo, O.; 
Mrs. Verna Hart, secretary to 
southern supervisor, Miami; Miss 
Bernice H. Kadetsky, secretary to 
buyer at Boston; Orval O. McKim, 
Clinton, Iowa, store manager; Al- 


That's right. For as 
little as 10¢ each 
you'll receive dewy 
fresh Vanda orchids 
direct from Hawaii 
in time for your 

next sales promotion. 





WELLCO SHOE CORP. Waynesville, North Carolina 





bert J. Mertens, Manitowoc, Wis., 
store manager; Edward W. Norman, 
Fremont, Neb., store manager; and 
Louis E. Sutton, district manager 
at Marion, Ind. 


TOP GRADUATE: Louis Heintz, 
a salesman for Rothenbach Bros. 
shoe store in Oshkosh, Wis., earned 
top honors in a six-week retail sell- 
ing course in his home community. 
He was awarded a $25 savings 
bond. 

” os e 

YOUNG PRESIDENT: Lionel M. 
Levey, president of Felsway Shoe 
Corp., New York-based chain opera- 
tion, has been elected a member of 
the Young Presidents’ Organiza- 
tion. To belong to YPO, a 1,600- 
member international association, a 
man must have risen to the presi- 
dency of a sizable company before 
reaching age 40. 

+. . o 

EXTRA-CURRICULAR: Harry J. 
Fontius, Jr., of Denver’s Fontius 
Shoe Co. has been re-elected to the 
board of directors of Downtown 
Denver Improvement Assn... . Lee 
Merletti, manager of a _ Schiff’s 
store, and Edward Gugliotta, man- 
ager of an A. S. Beck unit, have 
been elected to the board of direc- 
tors of the Thruway Plaza Mer- 
chants Assn., Buffalo, N. Y. . . 
Arthur Gray of Gray’s Juvenile 
Shoes has been re-elected a vice- 
president of the Niagara Falls, 
N. Y., Retail Merchants Assn., a 
division of the local Chamber of 
Commerce. 
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DEATHS 


Lafayette Tremblay, 63, 
vice-president of Melville 


Lafayette A. Tremblay, 63, a vice- 
president of Melville Shoe Corp. 
since 1952 and also vice-president 
and a director of 
Melville’s Thom 
McAn_ division 
since 1955, died 
March 9 in New 
Rochelle, N. Y., 
after suffering a 
heart attack. 

Mr. Tremblay 
joined Melville in 
1926 as an execu- 
tive trainee in 
New York. He be- 
came assistant general manager of 
the company’s Thom McAn men’s 
and boys’ shoe stores in 1934, and 
in 1947 was made director of oper- 
ations of this division. He was 
named general manager in 1949 and 
continued to direct the 500-store 
men’s chain after moving up to the 
vice-presidency. 








L. A. TREMBLAY 


KEEVE B. PASS, 57, vice-presi- 
dent and head of the shoe division 
of Rich’s, Atlanta, and a director of 
the National Shoe Fair Committee; 
March 12, in Atlanta. One of the 
South’s best known shoemen, he 
joined Rich’s in 1938, became a VP 
two years ago. 


HENRY S. RUBIN, 88, founder 
of Diamond Shoe Co. and, at his 
death, a vice-president and director 
of A. S. Beck Shoe Corp.; March 2, 
in Brockton, Mass. A veteran of 55 
years in the industry, he was a 
former director of the New England 
Shoe and Leather Assn. and a mem- 
ber of the National Shoe Manufac- 
turers Assn. 


LEONARD H. BREITMAN, 36, 
president of Lester Shoe Co., Chel- 
sea, Mass., women’s shoe manufac- 
turers, and a member of The 210 
Associates; March 5, in Boston. 


LOUIS KAUFMAN, 64, a partner 
in K. and M. Shoe Stores, Chicago; 
March 2, in Chicago. 





JOHN A. WEBER, 43, sales man- 
ager of Tony Lama 
Co., Inc., El Paso, 
Tex., cowboy boot 
makers, and the 
; firm’s traveling 
representative for 
the past 15 years 
in the Rocky 
Mountain States; 
at his El] Paso 
home, Feb. 21. He 
was a veteran of 
World War II and 


JOHN A. WEBER 
the Korean War. 


MICHAEL LAGA, former man- 
ager of the Spencer Shoe Store in 
Bristol, Conn., and more recently 
manager of the Spencer Store in 
Buffalo, N. Y.; March 9, in Buffalo. 


DOUGLAS W. J. McLAUGHLAN, 
SR., 60, shoe department manager 
in the downtown Detroit store of 
Himelhoch Bros. & Co., for 10 years, 
and formerly manager of an I. Miller 
salon in Detroit for 20 years: Feb. 
23, in Detroit. 
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PERSONNEL 








JOHN |. WHITED 
Wm. Brooks Shoe Co 


DEAN HUDSON 
John A. Frye Shoe Co. 


Manufacturers .. . 


BATES SHOE CO., Webster, Mass. 
—Elected Richard Barry a director and 
named him vice-president in charge of 
merchandising. 


BROWN SHOE CO., St. Louis—Ap- 
pointed William Olmstead, Jr., Texas 
sales representative for its Roblee di- 
vision. He replaces Derrell Brown, 
who entered shoe retailing with his 
own Tyler, Tex., store, operating on 
Brown’s IRD program. 

Appointed Bobby Childs  superin- 
tendent of its Caruthersville, Mo., plant. 


H. H. BROWN SHOE CO., INC., 
Worcester, Mass.— Promoted Albert 
Brodeur from quality supervisor to 
superintendent of the fine dress welt 
factory in Richland, Pa., a division of 
H. H. Brown. 

Appointed Ivan E. Bowers plant 
manager of the fine dress welt factory 
in Richland. He was formerly super- 
intendent of International Shoe Co.’s 
Kirksville, Mo., factory. 


THE WILLIAM BROOKS SHOE 
CO., Nelsonville, O.—Announced the 
retirement of E. W. Coe, Virginia-West 
Virginia sales representative for 50 
years, and appointed John I. Whited 
to replace him. Whited formerly tra- 
veled this territory for Brown Shoe 
Co. and B. F. Goodrich Co. 





JOHN KLATTE 
International Shoe Co. 
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E. F. WILLIAMS 
Goodyear Rubber Co. 


FRED ANGLISS 
Dominion Shoe Co. 


DR. POSNER SHOE CO., New York 
—Promoted Louis Ravina from assist- 
ant to the credit manager, to credit 
manager. 


JOHN A. FRYE SHOE CO., INC., 
Marlboro, Mass. — Appointed Dean 
Hudson sales representative in Colo- 
rado, Wyoming, Utah and New Mexico, 
succeeding Sam Stone, who resigned. 


GENESCO, INC., Nashville, Tenn.— 
Appointed Fred Angliss a sales repre- 
sentative on the staff of Dominion Shoe 
Co., a division, in the Marbridge Bldg., 
New York. He will specialize in ju- 
venile footwear sales. He was formerly 
sales manager of International Shoe 
Co.’s Continental division in New York. 


GOODYEAR RUBBER CO., Middle- 
town, Conn.— Appointed Emmett F. 
Williams vice-president and _ general 
manager. He was formerly plant man- 
ager of John R. Evans & Co., Camden, 
N. J., tanners. 

Elected Albert A. Lappin chairman 
of the board, and George Shapiro, 
president. 

GREEN SHOE MANUFACTURING 
CO., Boston—Elected Alvan G. Smith 
and Myles J. Slosberg as new directors. 
Slosberg is also assistant secretary. 

INTERNATIONAL SHOE CO., St. 
Louis — Transferred Hugh Strickland 
from the Mobile, Ala., sales territory to 





E. H. AZNAVORIAN 
Plymouth Shoe Co. 


MURRAY ROTH 
Omegeo Shoe Co. 











JARALD D. IRWIN 
International Shoe Co. 


HUGH STRICKLAND 
International Shoe Co. 


district sales manager for the Atlanta 
area, Southeast regional sales division. 

Transferred Larry Gourley from At- 
lanta district sales manager to sales- 
man with headquarters in Orlando, Fla. 

Transferred Carl S. Bates from Jack- 
sonville, Fla., sales representative to 
Mobile, Ala., replacing Strickland. 

Transferred Jarald D. Irwin from 
southern California field representative 
for Merchants Service division to a 
like post in Oregon, replacing John 
Klatte, transferred to northern Cali- 
fornia. 


MORAN SHOE CO., Carlyle, [ll.— 
Reappointed Milo Rehak to the sales 
staff. He will specialize in selling pri- 
vate brands and the Twinkie brand. He 
was with Moran in 1952-59. 


OMEGA SHOE CO., St. Louis—Ap- 
pointed Murray Roth West Coast sales 
representative for Leprecons_ shoes, 
with his headquarters in Van Nuys, 
Calif. 

PLYMOUTH SHOE CO., Middle- 
boro, Mass.—Appointed Edmund H. 
Aznavorian sales representative in 
Michigan, northwestern Ohio and 
northern Indiana. He was formerly 
with Tyer Rubber Co. 

Appointed Arthur M. Freedman as- 
sistant to the vice-president, Raymond 
L. Draghetti. He was formerly with 
Joseph M. Herman Shoe Co. 





WILLIAM EPSTEIN 
David Brown Shoe Co. 


JERRY MOFFO 
Gilbert Shoe Stores 
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Where to Buy 
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Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 








SHENANIGANS, INC., New York— 
Reappointed Bernie Corman to cover 
the entire Southeast. 


Wholesalers-Jobbers ... 


A. J. BERGREN CO., Chicago—Pro- 
moted Shel Kopin from sales manager 
to vice-president, coordinating sales ac- 
tivities and planning. He will concen- 
trate on chains and department stores. 


DAVID BROWN SHOE CO., INC., 
Baltimore—Appointed William Epstein 
as Northeast sales manager for its 
Dario Marchetti and Luigi Bonelli line 
of men’s and boys’ Italian imports. He 
will cover New York, New Jersey and 
Connecticut. 


Chains... 


GILBERT SHOE STORES, INC., 
Columbus, O.—Promoted Jerry Moffo 
from manager of a Youngstown, O., 
store to district manager of store op- 
erations in Pennsylvania and West 
Virginia. 


Departments .. . 


ELI MOORE, New Haven, Conn.— 
Appointed John F. Mason manager of 
ladies’ and men’s shoes at its Connecti- 
cut Post Center store. He was form- 
erly manager of Korey Shoes, Water- 
bury, Conn. 


J. C. PENNEY CO., New York— 
Transferred Ralph Austin from shoe 
department manager in Grand Forks, 
N. D., to shoe department manager in 
a downtown Minneapolis unit. He re- 
places William Mack, promoted to zone 
shoe merchandiser in the Minneapolis 
district office. 

Promoted Alvin Larson from shoe 
salesman to shoe department manager 
in the Grand Forks, N. D., store. 


Other retailers ... 


ROLLNICK - WASSERMAN, Chey- 
enne, Wyo.— Appointed Ray Forbes 
buyer and assistant manager. He was 
formerly manager of the Leeds Shoe 
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BOX HANDLERS 
Chain 


Store 
Executives be 


after trying Long Arms 
in one store, are order- 
ing them for other stores. 
quick Arms are the 
uickest, easiest, safest way to get shoes from 
4 high shelves. Long Arms with 24'', 36", 48", 
‘ handles, $3.95; with 72'' handles, $4.95. ' Post: 
a prepaid in USA. Specify handle length 
| desired and if for men's or women's boxes. Your 


| jobber or 
CARL BEEMAN 
Road Stamford, Conn. 





LONG ARM* 


The sttmcem Dos Romie 


Ree et 
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| Cedar Heights 





Store in Cheyenne. 


VANITY, PRITCHARD, Mobile, Ala. 
—Appointed Victor Vance manager of 
the ladies’ and children’s department. 


Tanners... 


JOHN R. EVANS & CO., Camden, 
N. J.—Appointed Charline Osgood as 
fashion advisor and color coordinator. 
She heads a New York consulting firm 
bearing her name. 


Allied products... 


AMERICAN BILTRITE RUBBER 
CO., INC., Chelsea, Mass.—Appointed 
Henry Robbins manager of its new Rip- 
ley, Miss., plant, which will start pro- 
duction soon after the middle of this 
year. 


A. S. BURG CO., Boston—Appointed 
Jerrold Rosenthal a salesman, cover- 
ing the New York fashion trade and 
chain stores. He was formerly with 
G. Hirsch Co. 


B. F. GOODRICH CO., Akron, 0.— 
Appointed Gerard Alexander director 
of a new corporate department of mar- 
ket planning, which will serve all divi- 
sions, including footwear. He was 
formerly assistant marketing manager 
in the textile fibers department. 


JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 


Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

“While in town see Weil" 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 


1 ae 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 











For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 





Lowest Prices 


Largest Stocks All Price Ranges 


Fine TFectwonr 
MOSINGER - ‘COHN 








1235 Wash hols 


MA 1-3363 











Miscellaneous. . . 


MARVIN AND LEONARD ADVER- 
TISING CO., Boston— Appointed 
Charles J. Collova an account execu- 
tive handling a group of shoe accounts. 
(The agency specializes in the shoe 
and allied industries.) 


117 









RETAIL TRADE REPORT 








Shoe sales increase with the temperature 


Bone shades were crowded 
out in the women’s lines by 
patent, but they are having 
best year for teens. 


ST. LOUIS 


Pre-Easter traffic was good in all 
St. Louis stores, with multiple sales 
chalked up as often as single pair 
sales in family-type stores. March 
totals should show excellent gains 
over March 1960 which was plagued 
with wretched weather. 

Bone, which outsold black patent 
early in the spring selling season, 
has now been crowded out by pat- 
ent. Both colors are doing well 
in women's dressy shoes, Favored 
pumps have cutouts, fluted vamp 
trims, built-in pleated treatments 
and only a minimum of applied dec- 
oration. High heels are currently 
outselling mid-heels. 


Canvas sales climb— Bone for 
teens and pre-teens is having its 
best year in the five years it has 
been extensively offered. Chain 
dealers are selling 12 8 shaped-heel 
pumps, not Baby Louis, for pre- 
teens. Soft glove leather four-eye- 
let ties, some with corduroy spats 
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of contrasting color, are moving for 
spring school wear, but not equal- 
ling the volume of canvas tennis 
shoes, moving in white, bone and 
red. Canvas playshoes of all types 
and colors showed sales strength 
in March, with suburban Kirkwood, 
Clayton and Brentwood stores re- 
porting much early activity in them. 

Downtown dealers say that tran- 
sitional fall shoes shown editorially 
in St. Louis newspapers have 
touched off a marked question-bee. 
Customers are asking “How much 
longer will my pointed toes be 
good?” Customers are adding, 
“Maybe I’ll stop wearing them just 
for good and wear them all of the 
time before they go out of style. 
I'm still storing my outdated plat- 
forms hardly worn at all.” 


Extra-pair colors — Lilac, pastel 
green and mid-blue have sold well 
in mid-heel pumps at $7.99 and 
$9.99. Many women look on these 
colors as extra-pair colors, not ba- 
sics. They therefore seek out chain 
pairs at $10 top to supply their 
needs. In colors, smooth leathers 
are outselling lusters at this time. 
Zing pink has not been active. 
Women who bought pink apparel for 
Easter are looking on pink shoes 





These advertisements, developed for use in the New Yorker magazine, offer a new rer 
approach to fashion advertising. The novelty of these advertisements for the Mademoiselle 
Shoes division of Genesco, Inc., makes the reader stop, look and look again. 


as “too much,” dealers say. The 


sunny orange and yellow casuals 


widely displayed are expected to be 
popular with teen girls and young 
matrons when weather really 
warms. 

Much all white has been picked 
up by very young girls for Easter, 
more than some country dealers 
anticipated or stocked for. Tapered 
toe pumps, mostly one straps, are 
favored. Small boys are buying 
moccasin-toe slipons of lightly 
grained black leather for Easter pa- 
rading. Five-eyelet dirty bucks are 
moving for spring school wear. 


Boston: Shoppers spark 
optimism in shoe outlets 


A continuing rise in spring busi- 
ness has made Boston retailers opti- 
mistic. But, they are still awaiting 
the boom indicated possible by sales 
on recent warm days. They say the 
good days showed that customers 
are ready and willing to buy. 

The best selling colors in women’s 
shoes are still black patent and bone. 
The pale green shades have been re- 
ported getting only fair interest. 

In fashion footwear, double and 
triple needle toes remain big. One 
high-style retailer reported good 
movement on the quadruple needle 
toe. He also predicted that navy 
blue would be a major seller. 

Stacked heels are popular here 
too and moving quite well. 

The men still favor smooth black 
leathers and slipons have been prom- 
inent in all price ranges. There’s 
been a good response to the darker 
shades of brown. 

Pointed toes, plain toes and moc- 
casin styles have all been getting top 
attention in Boston outlets. 

One popular-priced men’s store re- 
ports some slowing up of the con- 
tinental trend and of the pointed toe, 
which earlier he had reported to be 
going very well. 

Teenage boys have been buying 
black slipons, moccasin types and 
pointed toes, preferably with buckles, 
small ties or gold medallions. 
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Houston: Color contrasts 
accented for bags, shoes 


Spring shoe sales began an up- 
swing during mid-March in Hous- 
ton. The business improvement fol- 
lowed a heavy advertising program. 

The byword in women’s shoe fash- 
ions is color and the accent is on 
contrasting colors for shoes and 
handbags. Lilacs, lemons, mints and 
pinks are all getting play, but prints, 
woven straws and crushed golds are 
actually leading the color parade. 

In overall sales, however, patent 
and shades of bone still lead. 

The tailored stacked-heel pump— 
any height—continues fashion per- 
fect for the shirtwaist set. And in 
departments here, stacked heels are 
being shown and sold combined with 
new as well as old partners—crushed 
gold, black patent, colored pigskins, 
straws and calfs. 

Local retail authorities say the 
new square-toe styles were meant to 
be in-addition-to shoes to be bought 
along with pointed-toe shoes and not 
instead of them. 

In teen departments, the pointed- 
toe look is no problem. The pointed- 
tce look is the only look for both 
boys and girls. 

In children’s departments, sim- 
plicity of design is top choice for 
pint-size Misses. Bone and red are 
sparking the usual white and black 
patent color picture. 


Miami: Delivery delays 
cut into spectator sales 


The Easter season gave tremen- 
dous impetus to white shoe sales. 
And, spectators were so wanted in 
black and white, brown and white 
and blue and white, merchants com- 
plained that delivery delays hurt 
sales. 

Bone still sells strongly in leathers 
and lusters with the dress-up touch 
of bows, stitching or vamp treat- 
ments that give the triple needle toe 
a more flattering look. 

Also good sellers are the shades 
of toast, ombre, coffee and cream 
and oatmeal. The colors in combi- 
nation and solo are equally popular. 

In promotional shades, the demand 
is for lilac and orange. Black pat- 
ent is still high on the list in fash- 
ion styles. 

Electric blue is being shown along 
with some greens and new fabrics 
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and dyeables are creating a little of 
a stir. 

Here, the double needle is holding 
its own despite the popularity of the 
sharper triple needle shape. 

Conservative whites and patents 
sell best in the children’s outlets 
and men’s shoe retailers say their 
customers—still buying more slip- 
ons than ties—are showing an inter- 
est in the leathers with the smooth, 
shiny finishes. 


Atlanta: Whites surpass 


bones, blacks in sales 


The white pump is leading the pack 
for late spring and early summer in 
Dixie, but bone—running a _ better 
race than last year—is gaining. 

The black patents—strong at the 
start—have lost their drive and are 
losing ground. 

The navy blues haven’t been 
scratched, but they are _ having 
trouble getting out of the starting 
gate. 

There is a definite trend toward 
the medium-high heel, according to 
women’s dealers in the Southeast. 
The 15/8 heel and the small stacked 
heel is especially good in the bone 
selections. 

Retailers say that until the casual 
season opens it will be pumps all the 
way. The cutout styles are moving 
good and so are pumps trimmed with 
small bows and imitation buckles. 
The important word with trim is 
small. 

Younger men are buying light- 
weight, pebble-grain, two-eyelet, 
moccasin-type Italian styles. But, 
loafers are still the backbone of the 
men’s business. 


Los Angeles: Upswing! 

Retailers have started a push and 
sales have taken an upswing. Buy- 
ing is better than expected and cas- 
uals particularly are reflecting the 
approach of the swimming pool and 
beach seasons. 

There is a moderate continued in- 
terest in open-toe shoes. In spite of 
the emphasis on the needles, a por- 
tion of the women have not wholly 
accepted them. The open-toe shoes 
cannot be ruled obsolete. 

A color summary is easy. It’s 
black patent, white and various 
shades of bone. 


Materials include patent, luster 


calf, calf. and some nylon straw for 
dress wear. Casuals include any- 
thing and everything—the wilder the 
better. 


Detroit: Early demand 
for spectators is strong 


Bone calf and black patent shared 
first-place honors in pre-Easter sales 
of women’s dress shoes. High-style 
patterns in bone trimmed in one or 
more shades of beige and brown were 
excellent sellers. 

Seafoam green continues to be a 
strong color for spring, especially in 
combinations of calf and suede or in 
two-tone versions with off-white as 
the second color. 

With these colors, the sale of co- 
ordinated handbags to match the 
shoes is the rule, rather than the 
exception. 

Based on unusually early demand, 
retailers foresee a good spectator 
year. Black and white tops the list 
in current spectator sales. Another 
surprise is the increasing sale of 
white shoes so early in the season. 

In girls dress shoes for Easter, 
the favored styles are black patent, 
pumps and swivel-strap slippers on 
slimmed-down lasts. White is in sec- 
ond place. 


Washington: Business 


is better, but not booming 


Spring has come to the Capital. 
Retailers say the weather has 
brought out shoppers and the shop- 
pers have been buying. But, it’s not 
a boom. 

Figures for March will be up 
from last year, but last year’s figures 
were terrible. 

Patent —in a wide variety of 
styles—is the outstanding seller. 
Nearly all retailers report good sales 
of patent with matte trim. It is also 
doing well in stacked-heel styles at 
nearly all price levels. Many of the 
best sellers are tailored, but with 
special high-style touches — narrow 
squared stacked heels, stitching to 
match the heels or similar features. 

After patent, bone and coffee 
cream are taking the sales. Some re- 
tailers report sales of navy shoes, 
too. Sales of much-talked-about green 
have only been fair. 

There is a demand for the smaller 
heels — 18/8— with double needle 
toes. Triple needles also sell well. 
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Will second quarter improve picture? 


In St. Louis, producers 
watch production costs, 
await style trend reports 
from early fall orders. 


ST. LOUIS 


St. Louis producers are laying 
low on expansion plans and ex- 
penditures of every kind, waiting 
to see how their sales totals for the 
second quarter of 1961 shape up. 

Economy is the watchword here. 
Every production cent must be 
made to go as far as_ possible. 
There are some signs of retrench- 
ment via layoffs. How the companies 
fare during this second quarter 
will have direct bearing on their 
operating schedules for the rest 
of the year. 


EJ will show—plans are complete 
for the SMA in St. Louis April 
9-12. Shoes are ready, displays 
organized, sales personnel alerted 
on offerings. Endicott-Johnson, a 
member of the St. Louis Manufac- 
turers Association but by tradition 
a non-displayer at St. Louis shows, 
will exhibit this year. 

International Shoe Co. scheduled 
sales meetings for the period be- 
tween March 13 and April 7. Gen- 
eral line divisional meetings were 
held in Atlanta, Dallas, Los An- 
geles, Chicago and New York, with 
these salesmen on the road 
Apr. 8. Representatives from ISCO 
specialty divisions will all hit the 
road by Apr. 10 with the fall lines. 


Orders pinpoint trends—Reports 
from these late March and early 
April road trips will give instock 
departments the clearcut basis they 
desperately need for planning their 
stock patterns. Early and large 
commitments will pinpoint style 
trends. With retailers persisting 
in ordering close at first, filling in 
later, manufacturers have no choice 
but to subscribe to the plan. 

Producers here say that spring 
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business is continuing to hold up 
fairly well for all categories. Chil- 
dren’s houses are running ahead. 
Weather has opened up in some 
sections, including the midwest, 
with firmer reorder pace and fill-in 
business noted. Although some 
workers have been laid off per- 
manently and some temporarily, 
factory staffs are getting orders 
out with no hitch. 


Milwaukee: Late orders 
keep production steady 


Business has held surprisingly 
firm at the manufacturing level. 
The past month has seen a fine spurt 
of ordering activity. Plants here 
report late orders for spring shoes 
arriving at a strong pace, despite 
disquieting reports of economic dis- 
tress all around the country. 

Shipments for this spring season, 
according to men’s shoe plants check- 
ed, are edging very close to last 
year’s totals. Several plants report 
some overtime scheduling has been 
needed to keep up with demand for 
quick shipments. 

Some backlogs persist in both 
men’s and children’s shoes as the 
spring season nears the finish line. 

Children’s footwear producers are 
very busy. Plants are beginning to 
fall in line with demand for tapered 
lasts for youngster’s shoes despite 
reservations about the wisdom of 
doing so. 

One major men’s shoe producer's 
sales boss reports their most 
reordered number is a_ high-style 
three eyelet with pointed toe; num- 
ber two is a staple shoe. His in- 
ference: “You still have to have 
a balanced line today. Emphasis on 
style is important, but don’t overlook 
the volume basic numbers can pro- 
vide.” 

A bit of concern about strength- 
ening hide market and rising labor 
costs in the offing is noted among 


producers here. If these items con- 
tinue adding to costs of production, 
fall prices may be in for a slight 
boost. 


Los Angeles: Price may 
end low inventory pattern 


Manufacturers here are agreed 
that developments have hooked the 
retailer on the horns of a dilemma. 
It is no secret that retailers have 
been reducing inventory for over 
six months; that they have adopted 
a wait-and-see policy that calls 
for clean shelves, sampling buys 
and filling in from instock houses. 
Now however, a booming stock 
market, Government spending plans 
and probably deficit financing all 
point to further inflation. This 
means rising prices and almost 
a certainty that replacement stocks 
will cost more than they do now. 

Manufacturers are unanimous in 
regretting the loss of the price 
stability that existed during most 
of 1960. It seems practically certain, 
however, that everything is on the 
way up, shoe materials and shoe 
labor along with everything else. 

The situation has caused a num- 
ber of manufacturers to go slow 
on plans to increase factory stocks. 


Japanese visit Genesco 


Four Japanese shoe company offi- 
cials received keys to the city from 
Nashville Mayor Ben West while vis- 
iting Genesco, Inc., facilities in the 
Tennessee city. The four are Yano- 
suke Yoshioka, representative direc- 
tor of the Chiyoda Shoe Co., Tokyo; 
Kyo Kaneko, Chiyoda engineer; To- 
shinoshin Sakurai, president of 
Tokoyo Shoe Plat Manufacturing 
Co.; and Yasuma Oda, director of 
Chiyoda and Genesco of Japan. 

Genesco and Chiyoda are asso- 
ciated in the manufacture of Jar- 
man’s men’s shoes in Japan. 
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— SALESMEN ON THE ROAD 





by VIVIAN ANDERSON 


Meet Bill Heaton, president of the National Shoe Travelers... 


Modestly, but with the well-known 
twinkle in his eye, O. B. (Bill) 
Heaton, president of NSTA, says, 
“My life must look pretty ‘smaltzy’ 
in writing. Maybe you could cut 
it down like the inscription on the 
tombstone which read: ‘Wunst I 
wasn’t, then I was, and now I ain’t 
again.’ ” 

But Bill Heaton, 
musician, subur- 
ban “farmer” and 
ace shoe salesman, 
isn’t “smaltzy.” 

He was still a 
young man in 1945 
when he left Mar- 
shall Field’s, Chi- | 
cago, where he | 
was head of the | 
downtown and 
suburban chil- 
dren’s shoe division. He then be- 
came a traveling salesman for 
Oomphies, working out of Dallas. 
He stayed with that line 10 years. 

In 1955 he went with Mannequins, 
pioneering the Mannequin line in 
the Southwest for two years. Then 
in 1957 he returned to Chicago 
as Gerberich-Payne sales represent- 
ative; he travels eight Middle West- 
ern states for that company today. 





0. B. HEATON 


A dance band veteran 

A native of Indiana (Bloomfield), 
Bill Heaton moved to Centralia, 
Ill., as a boy and graduated from 
high school there at the age of 
16. He entered the University of 
Illinois, where he joined a dance 
band, singing and playing banjo 
and guitar. He went to Chicago in 
1926 to study voice and play in 
a band after his father died. Bill 
took a job selling shoes in Marshall 
Field’s basement and in a year 
he was made assistant head of 
the department. He remained with 
Field’s for 19 years. 

The NSTA president-to-be mar- 
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ried a Rock Falls, Ill., girl in 1930. 
Their daughter Marilyn today is 
married to a doctor in Richardson, 
Tex. Their son Bill is an engineer 
in the same town. There are four 
grandchildren. 

The Heatons live on a 20-acre 
farm near Huntley, Ill., where Bill 
spends his days off the road “work- 
ing around the place,” playing 
the banjo and guitar, and golfing. 

Active in NSTA for the past 
10 years, Bill Heaton is a past 
president of Southwestern Shoe 
Travelers Assn. and active in Mid- 
west Shoe Travelers. Like another 
national president, he has a brother, 
Bob, in the business, too. Bob, is 
vice-president of Midwest Shoe 
Travelers. 


Turnover: sales objective 


“Good stock turnover will keep 
your merchants in business, which 
is the most important job you have 
to do. If you fail in this job, you 
cease to have a customer.” So 
states a recent “Operational Know- 
How” lesson of Independent Shoe- 
men pointed to shoe travelers. 

Keeping in mind that turnover is 
perhaps the key word to profitable 
retailing, the lesson goes on to say 
that one of the greatest mistakes 
a salesman makes is in “loading” 
a customer with too much inven- 
tory at one time. The inventory 
must be “peaked” for definite sell- 
ing seasons, and the salesman must 
realize that it is unfair and also un- 
wise to force the retailer to carry 
peak stocks during slow periods. 

“Back-up stocks as represented 
by the manufacturers’ instock de- 
partments and the wholesalers’ 
warehousing can greatly enhance 





News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 


good turnover for the retailer,” I.S. 
says. “Also, don’t feel you have 
done a good selling job if your cus- 
tomer carries 24 pairs of middle 
sizes in stock and 23 pairs are 
“owed for” and drying up in dusty 
cartons. This isn’t making money 
for anyone. A far better selling 
job would consist of selling the 
merchant the idea of filling in his 
stock every week instead of waiting 
for a personal call.” 


Another same-foot story 


Keith Kuxhausen, a Rocky Moun- 
tain States traveler for Interna- 
tional Shoe Co., made front page 
news in The Denver Post after he 
reported his car and his sample 
cases of Trim Tred, Velvet Step and 
Grace Walker shoes stolen. “Thief 
can shoe 400 one-footed gals,” said 
the headline. 

The following day, Keith’s car 
was discovered abandoned and 
somewhat damaged, but his sam- 
ples were intact. “Thank goodness 
for that NSTA sticker,” said Keith. 
The culprit apparently had read 
either the news story or the sticker: 
“The cases contain shoe samples 
all for the same foot. Samples are 
of no value to anyone except car 
owner.” 

Evidently the thief was so abject 
that he overlooked a pair of shoes 
for both of Keith’s feet and some 
other apparel in the car. 


Goodbye to traveling 


Sam J. Stone, 44, who suffered 
severe injuries in April 1959 while 
traveling near Sheridan, Wyo., for 
John A. Frye Shoe Co., Inc., has 
been forced to give up traveling. 
Physicians advised Stone to quit his 
work to speed his recovery. 

A former officer of Mountain 
States Shoe Travelers’ Assn., Stone 
lives at 2590 Carr Ct., Lakewood, 
Colo. 
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THE LAST WORD 








Just for kicks 

There'll be no more kicking holes 
in the walls of the 95-year-old 
Geauga County, Ohio, jail. Sheriff 
Louis Robusky has taken away the 
shoes of the prisoners who were 
doing it. 


Challenge met 

Aircraft engineers recently over- 
came a new kind of challenge posed 
by the spike heels worn on ladies’ 
shoes. The needle heels are rough 
on floor panels of jet transports de- 
signed before the heels became fash- 
ionable. The heels break down the 
edges of the honeycomb cells just 
below the surface of the floor and 
put dimples in the floor’s surface. 

But the aerospace engineers rigged 
up a floor testing machine made 
of spikes mounted around a roller to 


simulate the random impact of spike 
heels on test sections of metal panel, 
carpet and pad. Result: new floor 
panels of corrugated aluminum 
sheets. 


Patron makes point 


A small cafe in Colorado serves 
the blackest, thickest, strongest cof- 
fee west of the Mississippi. A 
rancher complained about it for 
months. One day he came in and 
ordered a cup. From his pocket he 
took a brush, dunked it in the coffee 
and smeared it on his boots. Then, 
from another pocket, he took a rag 
and polished the boots. He put a 
dime alongside the cup, tipped his 
Stetson and left. 


Tax note 
Ronnie Robertson, English skat- 


ing star, was only half kidding when 
he said the reason he turned pro 
after the 1956 Olympics was that 
his skating boots cost $125 a pair 


and rarely lasted more than two — 


months. What really distressed Ron- 
nie was that his mother had to work 
as a waitress to make enough money 
so that he could continue his ama- 
teur skating career. Since he was 
not supposed to be paid for skating, 
his mother got no tax relief. But 
now that he has turned pro the boots 
have become a tax-deductible item. 


Criticizes shoes 
Paper-thin shoes with exaggerated 
points are not the ideal footwear 
for schoolgirls, says Miss Marjorie 
Sawdon, headmistress of Rawlins 
Girls’ Grammar School, Quorn, Lei- 
(CONTINUED ON PAGE 124) 





Personal selling is 
not on the way out 


(CONTINUED FROM PAGE 81) 


lines. The only lifferences are the 
ornaments that adorn them... . but 
they basically are pumps. Why 
should the consumer select any par- 
ticular one when they are all alike? 
It is the well informed salesperson 
who can convince the puzzled cus- 
tomer what is best for her. He is 
the influential factor in making up 
her mind. He is the only one who can 
influence the customer to become a 
fan for any brand of footwear. Pre- 
selling creates a desire but the sales- 
person winds up the sale. 


A strange phenomenon 


Shoe production has fallen below 
that of a year ago. This seems to be 
a strange phenomenon because more 
babies were born and older persons 
are living longer. In short, our pop- 
ulation is growing by leaps and 
bounds. Why then should the shoe 
industry have fallen so greatly in 
its production? (630,000,000 pairs in 
1959—605,000,000 pairs in 1960). 
The explanation given is that inven- 
tory buildup in 1959 influenced low 
shoe productivity in 1960. In fact, 
predictions for 1961 are not as high 


as the number produced in 1959. Es- 
timation of 1961 output is 620,000,- 
900 pairs ... with a population much 
greater than in the year 1959. 
Retailers purchased shoes in 1959 
that they expected to sell. Evidently 
these shoes were not sold. Some- 
body must have fallen down on the 
job. Good retail principles dictate 
that merchandise be turned over and 
disposed of to the consumer, at the 
latest by the end of any one season. 
Why, then, wasn’t this done? Why 
were inventory buildups permitted? 
Why was the demand for footwear 
lowered? Why has production fallen 
of while our population is increas- 
ing? Of course, imported shoes come 
into the picture, but that should only 
make American producers more de- 
termined to hold on to their market. 


Take more interest in the retailer 


Now is the time for all manu- 
facturers to show a greater interest 
in the retailer, both large and small. 
The manufacturer’s interest in the 
shoes he makes must not end when 
the shoes leave his factory. His 
interest must continue until the 
footwear reaches the ultimate con- 
sumer. He should see to it that the 
retailer is doing a good job in re- 
selling the shoes, as well as in 
merchandising them. A good stock 


turn will not result in unnecessary 
inventory buildups. The wise manu- 
facturer will follow his shoes all 
the way to the ultimate consumer; 
delighted with the knowledge that 
she is pleased with them and the 
manner in which they were sold. 
This not-impossible condition can 
only come about with good sales 
training and a merchandising pro- 
gram for all shoe retailers. Produc- 
tion should not only keep in step 
with a growing population, it 
should try for improvement by in- 
creasing per capita consumption. 


Increase per capita consumption 


Per capita consumption can be in- 
creased if customers are convinced 
that additional shoes are needed for 
the well dressed woman’s wardrobe. 
A dress-right program, such as has 
been undertaken by the men’s cloth- 
ing industry, might be an idea. 
Greater stress might be made by the 
shoe salesperson, as an authority, to 
the customer on the importance of 
constant change ...... The attrac- 
tiveness of proper accessory coordin- 
ation .. . . and the effectiveness of 
fashion...... for men, women and 
children. Trade publications can be a 
great help in promoting such plans 
because they are avidly read by 
everyone in the store. 
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Wanted to Purchase 








FOR CLOSE-OUTS of 


YOU GET 
MEN'S, WOMEN’S and 
M 0 R E CHILDREN’S SHOES 
YOU GET Complete Stocks and 
C fa S } Stores Solicited 


At All Times. 














B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
Phone or wite LEASES ASSUMED $s 


collect 


YOUR NAME PROTECTED HA 
B.&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 





TOP cpices 


yo SURPLUS SHOES 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast ec- 
tlen . . - quality men's, 
women's and children’s shoes. 


Fine Footwear FOR OVER 46 YEARS 


MOSINGER-COHN 
1235 Washington, St. Louis 3 ate) 


Moa 1-3363 








M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 














| WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











FOR SALE 

















KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 





WOMEN'S SHOE STORE, SOUTHERN 
CALIFORNIA. ESTABLISHED 25 years, 
recently redecorated. Three nationally 
advertised brands. Bedroom slippers 
and casuals. City of over 500,000 
downtown location. Inventory $35,000.00. 
Reason, age and health. Presents a 
golden opportunity for someone to step 
into a well established going business. 


Reply to Box 867, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














FACTORY 
_ MANAGEMENT 














HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 

Specialists in Leather Saving, cutting 
control, and all shoe management 

problems. 
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THE LAST WORD 


(CONTINUED FROM PAGE 122) 





cestershire, England. Presenting her 
annual report, Miss Sawdon said, “I 
am absolutely horrified when I look 
at the shoes in which many girls are 
coming to school. Our next step 
should be to try to improve the foot- 
wear of girls. Shoes at present are 
paper-thin. They give no support to 
the instep and many have exagger- 
ated pointed toes which cannot do 
anything but harm to growing feet.” 


Shoeman’'s dilemma 


Two women simultaneously spotted 
a pair of slippers. Each seized one 
slipper and insisted on buying the 
pair. Neither would yield. The shoe 
store owner invited them out to 
lunch, hoping one would give up a 
slipper, but it didn’t work. Finally 
one went out of the store to feed 
a parking meter. She never re- 
turned. Nor did the slipper. 


Low heels banned 


Mrs. Judy Elwell, an employee of 
the Norwich, Conn., Public Utilities 
Dept., was suspended for not wear- 
ing high heels to work. The suspen- 
sion followed a department ban on 
slacks, bobby sox, flat shoes and 
ballet slippers in an effort to elimi- 
nate sloppiness. 





CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 
Minimem (18 words) . .$3.60 
Box aumber, extra... .$2.40 

Your name and address 


Gand 4 at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
nena ee ~ a err ON 
our office nf 9 5, apa 
publication date 


NOTICE: 


Classified Advertising 
Is payable in advance 














Classified and Want Ads 








SALESMEN WANTED 


POSITION WANTED 








TOP NOTCH SALESMAN, AC- 
CUSTOMED TO EARNING 2-25 
thousand dollars a year. Terri- 
tories available. Pacific Northwest, 
Southeast. Nationally known, ex- 
clusive line of fine imported men’s 
shoes. Stocked in U. S. Only ex- 
perienced men with excellent fol- 
lowing need apply Give all details 
in first letter. 


Reply te Box 859, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 39, Penna. 











SALESMAN: OHIO, INDIANA, MICIII- 
GAN: OPENING FOR’ EXPERIENCED 
MAN either full or part time selling women’s 
casual shoes retailing $8.95-$10.95. Replies will 
be held in confidence. Reply to Box 863, Boot 
anp Snoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


UVENILE SHOES SALESMEN WANT- 
E FOR QUALITY LINE PREWELTS 
CEMENTS AND BONWELTS. Stock and 
makeups. Territories open: Oklahoma and 
Texas, Tennessee, Arkansas and Mississippi; 
Commission basis, side line no objection. G 
opportunity, Nag Kepner-Scott Shoe Co., Inc., 
Orwigsburg, ‘a. 














MUST BE EXPERIENCED. MEN’S 
WHOLESALE SHOE DISTRIBU TOR. Ter 
ritories of Wisconsin, Minnesota, Dakotas, 
lowa, Nebraska, Tennessee, Alabama and 
Georgia. Write Modern Shoe Co., 1201 Wash- 
ington, St. Louis, Mo. 


SAL ESMEN . CALLING DIRECT ON 
SHOE AND SHOE FINDINGS STORES 
TO HANDLE LINE OF SIZE_ STICKS. 
Every store a pee These can also be sold 
direct to manufacturers for gift purposes. The 
Fairgate Rule Co., Inc., Cold Spring, N. Y. 


SALES REPRESENTATION WANTED, 
WEST COAST, CHIC HO: AREA, Philadel- 
vhia and Washington, . for stock and 
make up line of Ba Shin women and 
growing girls orthopedics, nurses and profes- 
sional duty shoes, and_conductive footwear for 
doctors and nurses. Straight 7% commission 
_. Write Antioch Shoe Company, Goffstown, 











LEADING VINYL BOOT MANUFAC 
TURER SEEKING TWO SALESMEN. One 
to work out of the Nashville area. Many com- 
pany benefits, paid vacation and salary com- 
mensurate with qualifications. Travel expenses 
paid. At home most week ends. Past experience 
in the shoe business wholesale or retail. 

Secure future for an aggressive salesman who 
can open new accounts and service present ac- 
counts to increase area volume. Will be calling 
on Chains, Volume shoe people and jobbers. No 


| calls to the retail trade. Must have ton refer- 
| ences. All replies strictly confidential. Renlv to 


Box 865, Boor ano SHor Recornrr, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


WANTED JOB WITH SHOE COMPANY 
AS BOTTOMING ROOM OR FINISiIING 
room operator or foreman. Thirty five years 
experience. Herbert Walker, Seymour, Indiana, 
R R 2. Phone JA 2-1132 after 8 P. M. 





PARTNER WANTED 


WANT A MAN TO BUY OUT ia 
NER IN A CHILDREN’S BOOTERY 
CENTRAL CALIFORNIA. Volume $70, 300 
this year. Reply to Box 861, Boot anp SHoE 
Recorper, Chestnut & 56th & Streets, Phila- 
delphia 39, Penna. 








WANTED TO PURCHASE 


WANTED, DAMAGED, REJECTED 
WORN SHOES, “as is” conditions. All types. 
Regular purchaser. -~ Newman, 1348 South 
Street, Philadelphia, » KI 5-9766. 








FOR SALE 


pig BEE ELE vex LOCATED 
SHOE STORE AND REPA COMB. Sac- 
ramento Valley. 35 thousand Thode of shoes, 
also second store. 30 thousand stock & repair 
shop, sell together or separately. Doing thriv- 
ing business. Other interests why selling. Reply 
to Box 813, Boor anp SHoe Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


WOMEN’S WALKING AND ARCH 
TYPE WORN SHOES. WELL RATED AC- 
COUNTS. Write Post Office, Box 89, Syra- 
cuse, New York. 


ESTABLISHED FAMILY SHOE STORE 
IN GROWING SUBURBAN Chicago area. 
Widow must sell. Contact Knight’s Shoe Store, 
3147 West 95th Street, Evergreen Park, IIl. 


FAMILY SHOE STORE, 100% LOCA- 
TION. Nationally advertised brands. Good 
man and wife operation. $16,000.00. Gene’s 
Shoes, 627 Laurel Street, San Carlos, Cali- 
fornia. 

















REPRESENTATIVES 
WANTED 


REPRRSENTATIV AR? WANTED TO 
SELL A NATIONALLY ADVERTISED 
LINE of $4, $5 and $6 nurses oxfords. Large 
volume, liberal commissions. The following ter- 
ritories still open: New England, Florida, Ar- 
kansas, Oklahoma, New Mexico, Arizona, Iowa, 
Minnesota, Virginia and West Virginia. Give 
full details. Reply to Box 862, Boot anp Suoe 
Recorper, Chestnut & 56th Streets, P Philadel- 
phia 39, Penna. 








HELP WANTED 


SALES MANAGER WANTED. MUST BE 





SIDELINE SALESMEN 
WANTED 





ERP EENCED, Familiar with wh 
business. Modern Shoe Co., 1201 Was 
poten. St. Louis, Mo. 





FOR RENT 


RETAIL. MEN SHOES. hway type, 
Newa: New J Eetablishet 10 years. 
Sales "iso. ¢ $55,000.00. Bi '$140,000.00. Easy 

low rent, 42 Wy Large inventory. 
Key '$18,000.00. All cash, principals only. Re- 
ano Snoe Recorp 


2- ren 
ut ry 56th’ Streets, Philadelphia 39, Pa, 





MEN AND WOMEN’S DRESS, GRv¥ ING 
GIRLS ORTHOPEDIC WELTS, N\JKSES 
DUTY, DOCTOR and nurses conductive shoes, 
In-stock. Large choice of territories. Send 
resume and reterences. Antioch Shoe Company, 
Goffstown, New Hampshire. 


FOOT — MANUFACTURING HAS 
OPENING FOR SIDELINE MEN: FAST 
MOVING, LOWEST PRICED foot covers to 
wholesalers and _ retailers. Pocket samples. 
Sample orders to dealers, pees. gladly sub- 
mitted. Best commission. All letters answered. 
Replies confidential. Reply to Box 831, Boor 
AnD Snore Recorver, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 
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Classified and Want Ads 








MALE HELP WANTED 


SIDELINE SALESMEN WANTED 








LEATHER BUYER 


EXCELLENT OPPORTUNITY FOR 
QUALIFIED MAN TO SUPERVISE 
and purchase leather used in high 
quality men’s and women’s shoes, 
sandals and arch supports. Reply 
stating experience, age and salary 
requirements. 


Reply to Box 868, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














FOR LEASE 








AVAILABLE FOR IMMEDIATE OCCU- 
PANCY. ATTRACTIVE AND accessible 
area suitable for high grade leased 
shoe department. In one of Bergen 


County's finest specialty and bridal 


shops. 
ANDREA LAWRENCE 
330 Main St. Hackensack, N. J. 

















MANUFACTURER OF GROWING GIRLS’ AND WOMEN’S 
SPORT SHOES, NURSES AND WALKING HEEL TYPES, 
ALSO ORTHOPEDIC OXFORDS, ALL GENUINE GOODYEAR 
welts in popular price range now being sold to independ- 
ent retailers and department stores. This is a short line 
and ideal for salesman to carry with present non-conflict-: 
ing line in established territory he is now traveling. Liberal 
commission and we will furnish list of good accounts in 
your territory who are now using our shoes. 


Reply to Box 860, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 











DISPLAY 











CAMERON COMPANY DISPLAYS 


500 Echo Lane, Glenview, Hlinois 


We will do you GOOD—in your windows. Will show at shows 
St. Louis, Statler Hilton, Room 125 
Denver, Hotel Albany 
Dallas, Hotel Adolphus 











WANTED TO PURCHASE 





MERCHANTS' NEEDS 









PAY OFF / 


Selected to fit 
7 your needs! 
Ideas that will 
help you get 
real results! 











TOP DOLLAR from EDDY 


for your 


¢ COMPLETE STOCKS ¢ CLOSE-OUTS 
¢ CANCELLATIONS 
We're always ready to buy at TOP DOLLAR & SPOT CASH 


Phone or Write EDDY SHOE CO. 132 No. 4th St. 
WA 5-9533 or WA 5-9927 “Always Reliable” Phila. 6, Pa. 











VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 


Neme 





Cc 


City 





- ’ 














ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 

















Enclosed is Check 0 


Please check if box No. is Wanted (] Money Order 0 








April 1, 196! 
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This index is published as a convenience. No liability is assumed for errors or omissions. 


Acme Boot Company 26 
Alden, C. H., Shoe Company 81 
Allen-Edmonds 97 
American Chair Company 99 
American Shoemaking 115 
B & R Shoe Company 123 
Baris Shoe Company 109, 123 
Bata Shoe Company, Inc. 32 
Berned Shoe Co. 98 
Blue Star Shoes, Inc. 4 
Brauer Bros. Shoe Co. 74 
British Classics, Inc. 96 
Brown Shoe Company 13 
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Camitta Shoe Co. 123 
Carmo Shoe Mfg. Co. 74 
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Colonial Tanning Company 84 
Crown Rubber Company 10 
Curtis-Stephens-Embry Co. 18 


Drew, Irving, Corporation, The 107 


Dunham Brothers 66 
Eddy Shoe Company 125 
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Flowers of Hawaii 114 
Foot-So-Port Shoe Co. 108 
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Goding Boots, Inc. ......... 37 
Goodrich, B. F., and Hood Rub- 

ber Company 44 
Hempstead Shoe Company 123 
Heverle and Hay ae 
Hoy Shoe Company 115 
Hubschman, E., & Sons 34 


International Shoe Company 
Second Cover 


Johnson, S.C., & Son ........ 16 
Juvenile Shoe Corporation of 
America 8, 9, 15 
Kelly Sales, Inc. 123 
Levor, G., & Co., Inc. Ph 
Lois Shoe Company .. 110 
Long Arm 117 
Lucey, John E., Co., Inc. 83 
Lucky Sales Co., Inc. 28 
Martin Fabrics Corporation : 40 
Miller, O. A., Company 89, 90 
Mosinger-Cohn Shoe Co. 117, 123 
Naugatuck Chemical Division of 
United States Rubber Com- 
pany 20 
Ohio Leather Co., The 22 
Omega Shoe Company ries 


O'Sullivan Rubber Corporation 17 


Pacific Shoe Company 76 
Pellon Corp. 35 


Pied Piper Shoe Corp. 103 
Popular Price Shoe Show of 

America ¥ 19 
Quoddy Moccasins ....... 96, 108 


Rockingham Shoe Company .. 30 


Rubin, Irvin len cea sih «hg 
Scholl Mfg. Co., Inc., The 21 
Scott Foot Appliance Co. 99 
Sebago-Moc Company si 70 
Semco Co. ius Koeaee 
Step Master Shoes Inc. ... 39 
Stetson Shoe Company, Inc., 

The ae 
Stoff, M., & Co. . 123 
Tan-Art, Inc. or 
Tingley Rubber Corporation .. 73 
Topps Shoe Store... 123 
Trimfit eee ae 
Tyer Rubber Corporation Ses 


United Shoe Machinery 
Corporation 14, Third Cover 


Vaisey-Bristol Shoe Co. 24, 25 
Virginia Oak Tannery Inc. 101 
Vulcan Corp. 110 
Weber Shoe Company . 38 
Weil, M. K., Shoe Co. 105, 117 
Wellco Shoe Corp. 114 
Weyenberg Shoe Mfg. Co. | 
Wolff Shoe Mfg. Company ... 75 
Wolverine Shoe and Tanning 
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FES oS labsol eh acolaime] ol-1¢-1dlolaimel Minha (celalvom Oithadial-a\iF-Lotallal-t-Moll] ci ol cole [01 en tlola Motels ¢ 
on Buntees infant and baby shoes at R. J. Potvin Shoe Company, Brockton, Mass 


CUT COSTS, INCREASE PRODUCTION 
... that’s the result when Hytronic® Cutting replaces Clickers! 


“Six Hytronic Cutting Machines do the work 
of seven Model C Clicking Machines . . . increase 
production 15% while practically eliminating die 
sharpening and repair costs . . . operators make 
more money and produce more shoes with less 
effort, resulting in better quality’ reports Richard 
J. Potvin, Jr., Vice President of Manufacturing, 
R. J. Potvin Shoe Company. “In addition we’ve 
reduced costs for new dies 20% while eliminating 
several manufacturing operations by incorporat- 
ing special features in the die itself. We were able 
to do this because of the softer action of the 
Hytronic cutters. 


“Our savings in die repair and sharpening more 
than pay for the additional cost of the Hytronic 
cutters; we have not sharpened one die in two 
years, now use lighter weight dies. Each cut is 


precise and clean, manual finishing has been 
eliminated. A savings of $60.00 weekly in sandal 
production results by combining perforating and 
marking with die cutting, thus saving two 
operations. 

“In a few weeks an operator upped his produc- 
tion from eight to twelve 36-pair cases of top 
leather. Concurrent with our constant search for 
an improved product is our attempt to provide our 
employees with better working conditions while 
increasing our production.” 

The experience of Potvin Shoe Company with 
(646 Hytronic Cutting Machines is representa- 
tive. Other shoe manufacturers tell us that they 
are obtaining similar advantages in cutting upper 
leathers, linings and insoles. Find out about them 
first hand; phone for a trial today. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





usO-89 





2237 
ANTIQUE BRASS 


2232 
CHARCOAL BLACK 


In stock now for 
Spring, Summer selling 


oi —— THE BALANCED LINE 


i ee 


A ANOS Here's the newest addition to GERBERICH’s strong 
line of Bux styles. It's BANTAMBUX and it’s the per- 
fect ‘‘extra pair’’ shoe for spring through summer promotion—long- 

est selling season of the year. 


Light as a feather and extremely flexible, because of its cement 
welt construction, it features a close trim waffle design cellular sole. 


BANTAMBUxX is In Stock for immediate delivery to Gerberich Dealers 
in the Youths’ 121-3, Boys’ 314-6, Big Boys’ 614-11 size runs. 


JB 


GERBERICH-PAYNE SHOE COMPANY - Mount Joy, Pennsylvania 








